Assessment of e-banking strategies in the banking sector in developing economies. Using gap analysis to develop e-service strategies in the banking context, a case study in Jordan. by Majdalawi, Yousef Issa Mousa
 University of Bradford eThesis 
This thesis is hosted in Bradford Scholars – The University of Bradford Open Access 
repository. Visit the repository for full metadata or to contact the repository team 
  
© University of Bradford. This work is licenced for reuse under a Creative Commons 
Licence. 
 
1 
 
 
ASSESSMENT OF E-BANKING STRATEGIES 
IN THE BANKING SECTOR IN DEVELOPING 
ECONOMIES: USING GAP ANALYSIS TO 
DEVELOP E-SERVICE STRATEGIES IN THE 
BANKING CONTEXT, A CASE STUDY IN 
JORDAN  
 
Yousef Issa Mousa Majdalawi 
 
Submitted for the degree 
Of 
Doctor of Philosophy 
 
School of Management 
University of Bradford 
2010 
 
 
 
2 
 
 
 
Yousef Issa Mousa Majdalawi 
ASSESSMENT OF E-BANKING STRATEGIES IN THE BANKING SECTOR IN 
DEDELOPING ECONOMIES: USING GAP ANALYSIS TO DEVELOP E-
SERVICE STRATEGIES IN THE BANKING CONTEXT, A CASE STUDY IN 
JORDAN  
Key words: Composite bank, gap analysis, e-banking, Jordan  
Abstract 
Strategic planners in retail banks are increasingly challenged to improve productivity, 
ensure high service quality and reduce operations costs while implementing their e-
service strategy. This work aims to assess the current e-service operations strategy in the 
bank sector in Jordan and develop a framework for formulating e-banking strategies 
using gap analysis.  
Limitation of resources is hindering the shift from the current situation of the bank 
sector to a point where both the customer and the bank perspectives are fully matched 
and the gap between them is zero. If the available resources of the bank sector are 
utilised properly, the bank sector can move to a position near to that point which is 
closer to the customer requirements than the current situation. This can be achieved by 
constructing a model for an e-bank, the “Composite bank”, which represents the 
industry best practice. Its performance captures the capabilities, resources and 
competences of the bank sector.  
A representative sample of the bank‟s customers was interviewed to fulfil a fully 
structured questionnaire based on the extant literature. Targeted managers in the bank 
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sector were then interviewed and completed a fully structured questionnaire based on 
the customer questionnaire. Both questionnaires were pre-tested to assure validity and 
reliability. 
The data analysis method was based on gap-analysis technique. The gap model provides 
a tool to identify critical elements for successful implementation of operations strategy 
and suggests actions to deal with them. The gap analysis approach was proved to be 
useful in other settings, such as measuring service quality, but there is paucity of 
applications in e-service operations strategies. 
An assessment tool and “working sheet” were delivered to pave the way for the strategic 
planners to assess the current situation of the e-banking strategy and to focus on the 
attributes/services which need more development. 
This procedure can be generalised to be applied in other industries (in service or e-
service contexts), and other countries, both developed and developing. 
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1.0 Introduction 
This chapter sheds light on the following elements in this research project: the aim and 
objectives of this work, the gaps in the literature which have been filled, the 
contribution to the knowledge and finally the structure of this thesis. 
1.1 Aim 
This research project aims to assess the current e-service operations strategy in the bank 
sector in Jordan. The final outcome of the project will be a principle to help the decision 
makers in the banks in developing economies similar to Jordan to develop the most 
appropriate strategies for implementing e-banking.  
1.2 Motivation for study 
The following are the motives for doing this research project: 
 Service is playing a huge role in developed and developing economies. The 
explosive growth in services in developed economies such as the USA and the 
UK showed that the percentages of workers in the service sector in 2005 were 
78.6% and 77% respectively (Heineke and Davis, 2007). On the other hand, 
77.4% of the labour force in Jordan, which is considered a developing country, 
are working in the service sector, as estimated in 2007 (CIA 2010). Moreover, 
the capital invested in the service sector in Jordan was estimated in 2006 to be 
88% of the total capital (MIT 2006), and its contribution to the GDP in 2006 
represents 54% (CBJ 2006).  It is clear that the service industry has shown 
growth that surpassed the growth rate of other industries such as the 
manufacturing sectors (Prajogo, 2006). 
 “Service” has captured the interest of operations management (OM) academics 
since the 1980s (Johnston, 2005). 
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 The literature (Karmarkar and Apte, 2007) shows bias towards physical services 
and shortage of work in non-physical services. 
 Self service technology (SST) becomes a vital to any business organisation. This 
mode of service is becoming crucial to satisfying the needs of the customers and 
the service provider is looking to increase the performance of the business by 
cutting overhead expenses and increasing profitability. 
 There is bias towards developed countries in conducting research in the e-
banking context. 
 There is paucity in conducting research in the e-banking context in developing 
countries. 
 
Jordan's economy is among the smallest in the Middle East, with insufficient supplies of 
water, oil, and other natural resources. The economy of Jordan is essentially service-
based. Some of the banks in the bank sector in Jordan have reached „world-status‟ in 
terms of having many branches all over the world, in both developing and developed 
countries, because of their financial performance and reputation (ABJ 2007). Jordan's 
banking sector captured 56.4% of the total capital invested in the Amman Stock 
Exchange in 2006 (ASE 2008). 
1.3 The Research Question 
This thesis seeks to answer one research question: 
How to develop the current situation of the e-service operations strategy in the bank 
sector in Jordan? 
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1.4 Objectives 
The following are the objectives to address the research question in this research 
project: 
1) To identify the determinants of e-service operations from the perspectives of the 
service provider and the customer. 
2) To investigate the customer and service provider perspectives through the 
determinants of the e-service operations. 
3) To conceptualise the operational level changes required to align the service 
provider‟s e-service capabilities with the expectations of their customers, so that 
the tensions, which are caused by any mismatch in the determinants of quality, 
between the requirements of the bank and the customer, are minimised.   
1.5 Contribution to knowledge 
This research project contributes to the knowledge through the following:   
 The theoretical point of view of the reconciliation between the capabilities of the 
operations strategy and the market requirements have been developed 
conceptually by manufacturing strategy researchers such as (Hays and 
Wheelwright, 1984) among others. This work contributes to the literature by 
migrating this view to be applied within the e-service operations strategy 
context. Moreover, the „gap-based‟ methodology which was employed in the 
manufacturing industry (Platts and Gregory, 1990) for showing up the gaps that 
the operations strategy must address and driving the required improvement, is 
employed to be used within e-banking context in this research project. The gap 
analysis approach was proved to be useful in other settings, such as measuring 
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service quality, but there is paucity of applications in e-service operations 
strategies. 
 This research project contributes to the literature by a comprehensive integration 
of both the e-services provided by the banks in the UK and Jordan, and the 
attributes of the determinants of the service and e-service quality which are 
extracted from the extant literature. 
 Two-by-two matrices and I/P grid are very popular ways of describing the 
implications of unrelated, but interacting variables. Matrix analysis approaches 
are attractive because they reduce an apparently infinite continuum of 
alternatives to a manageable and pertinent number of discrete options (Ward and 
Peppard, 2002). All these types of matrices present both the customer and the 
service provider perspectives. This work contributes to the literature by 
developing an assessment tool for assessing the e-service strategy which 
presents the three main actors in the process of evaluation of the e-banking 
strategy: the customer requirements (C.R), the service provider (S.P) capabilities 
and the industry best practice (I.B.P). 
 This study could support the strategic planners in the bank sector in Jordan (a 
developing country). It will assist them to develop their own e-service 
operations in an organized way to perform a credible e-banking strategy. The 
mechanism for doing so will be by maximizing the utilization of the available 
resources to encompass the customer requirements and this will lead to increase 
in the banks‟ profitability. In other words, no more resources need to be 
employed. 
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 The outcomes of this research project can be generalised. The methodology of 
this work can be applied not only within the banking context, but it may cover 
all the services and e-services industries. 
1.6 Filling gaps in the literature 
This research project endeavours to fulfil the following gaps in the literature: 
 The decision-makers in any industry (such as in the bank sector) who decide to 
formulate any type of e-service strategy, integrate and coordinate their resources 
to create a set of competencies to achieve superior performance. However, in 
most cases, they ignore reconciling the market requirements which is the base 
line for formulating the e-service strategy. 
 This research project has developed a time-based scale for measuring the 
importance of the attributes/services from the service provider side in a concise 
manner. This scale is considered as an objective way for measuring the priorities 
of these attributes/services. 
 The leader in any industry was considered as the best practice in that industry. 
This study shows that the leader in performing the e-banking strategy in the 
bank sector in Jordan is not one of the banks in this bank sector. This study 
constructs the „composite bank‟ to be the leader in the bank sector for 
implementing the e-banking strategy in Jordan, and to perform as the industry 
best practice (I.B.P). 
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1-7 Thesis Structure 
This thesis has seven chapters. This chapter is the first one, and it covers the aim and 
objectives of this research project, the motivation for this study, the contribution to the 
knowledge and the gaps in the literature which have been fulfilled.  
Chapter 2 
The second chapter starts with the definition, characteristics and modes of service, and 
then defines the e-service concept from more than viewpoint. This chapter highlights 
the main factors for adopting the e-service concept as well as the main barriers to do so 
from both perspectives; the customer and the service provider. It closes by explaining 
the technology readiness of the customers.  
Chapter 3 
The third chapter defines the service and e-service quality concepts. This chapter brings 
to light the dimensions of both service and e-service quality. In a detailed and 
comprehensive way the e-service determinants in all the related contexts have been 
represented. This chapter closes with the e-services through the banks in the UK and 
Jordan. It delivers a set of attributes/services which are going to be investigated in the 
next chapters. This set of attributes/service satisfies the first objective. The second and 
the third chapters represent a thorough literature review for the topics which serve the 
aim and the research question of this study. 
Chapter 4 
The fourth chapter presents the philosophical frame of the study. The general research 
methodologies have been summarised. This chapter proposes the methods which are 
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considered as appropriate to encompass the objectives of this research project. The main 
aim for this chapter is to develop data collection instruments to collect the data from the 
targeted populations: the customer and the service provider. This chapter emphasizes 
the most vital elements in conducting academic research: the mechanism for collecting 
the data, pre-testing the data collection instrument, ethics in research and the reliability 
of the scales. 
Chapter 5 
The purpose of this chapter is to describe the customer sample. This has been done by 
performing descriptive analysis in terms of the frequencies of their demographic 
characteristics: age, gender, education and income. Also the frequencies of a set of 
technology readiness factors of the respondents were presented. This chapter is 
considered as one of the cornerstones which should be under consideration when the 
decision makers in a bank are developing the e-banking strategy.  
Chapter 6 
This chapter employs the gap analysis technique in order to achieve the second 
objective. This chapter shows how the composite bank, which represents the industry 
best practice (I.B.P.), is constructed. It closes by delivering the assessment tool and the 
“working sheet” which are employed to achieve the last objective of this research 
project. This was supported by presenting bank-3 as an example. 
Chapter 7 
The dissertation is closed by the conclusion. The academic and practical applications 
are then recommended. The practical applications focus on how the banks in Jordan, as 
well as in other developing countries, could benefit from the assessment tool and the 
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“working sheet” to develop an e-banking strategy. The academic applications focus on 
the methodological and conceptual applications. The limitations of the research are 
highlighted. This chapter ends by recommending future research.  
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Literature Review 
 
There are two main goals for searching the literature, the first goal is to 
identify the dimensions of the service and e-service quality through 
different disciplines: operations, marketing, IT and service management 
among others. The second goal is searching the services that introduced 
by UK and Jordanian banks through their different e-banking channels. 
Then, integrate both outcomes to fulfil the gap in the literature by 
delivering a new set of attributes/services which might hold true as e-
service operations determinants in the banking context. This set will be 
examined in the banking sector in Jordan. Jordan is considered as a case 
study for this research project. 
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2.0 Introduction 
Research in services is growing among scholars because of the awareness of the huge 
role of services in the economy (Karmarkar and Apte, 2007). The explosive growth in 
services in developed economies such as the USA and UK showed that the percentages 
of workers in the service sector in 2005 were 78.6% and 77% respectively (Heineke and 
Davis, 2007). “Service” captured the interest of operations management (OM) 
academics in the 1980s (Johnston, 2005). Prajogo (2006) highlighted that service 
industry growth “surpassed” the growth rate of manufacturing sectors. In terms of 
research there is bias towards physical services and shortage of work in non-physical 
services such as financial services (Karmarkar and Apte, 2007). Nowadays, the concept 
of an information service is growing in importance. Information service is the delivery 
of information in a JIT (Just In Time) manner to the point of consumption as required or 
scheduled (Karmarkar and Apte, 2007).   
2.1 Service definition 
The process of service should have two aspects, the first aspect is who produces this 
service and the other is who benefits from it. It is “any act or performance that one party 
can offer to another that is essentially intangible and does not result in the ownership of 
anything” (Kotler and Keller 2006, p. 402). However, service is intangible and 
heterogeneous: its production, distribution, and consumption are instantaneous 
processes; it is a process with a core value that is created in buyer-seller interactions; 
customers participate in its production; it cannot be stored; and there is no transfer of 
ownership when it is sold (Gronroos, 2000). 
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2.2 Service characteristics 
Over the years, thought has generally focused on five supposed characteristics of the 
service industry (Sampson and Froehle, 2006): 
 Intangibility: “Intangibility neither defines nor uniquely characterizes services” 
(Sampson and Froehle, 2006, p. 335). 
 Heterogeneity: individual units of service production tend to be unique. 
 Simultaneity: services are generally produced and consumed at the same time. 
 Perishability: the time-sensitive nature of a service provider‟s capacity to 
produce the service. 
 Customer participation: If a customer contributes to production through the 
provision of any inputs, then the production process is a service process.  
However, the presence of the customer is a fundamental characteristic of a service 
process. The involvement of customers will provide a deeper understanding of their 
needs and will improve the effectiveness of the development of new service ideas in 
order to meet these needs (Alam and Perry, 2002). Although, the service process has a 
degree of customisation, service industry itself is “fragmented” and differs along a 
number of dimensions. The service process is distinguished by the following 
characteristics (Prajogo, 2006): 
 Degree of labour intensity. 
 Degree of interaction. 
 The volume of the output. 
 Variety and flexibility of services offered. 
 Customer contact time. 
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2.3 Service modes 
The traditional way of serving customers is face-to-face. The service provider is in 
contact with the customer and the process of serving is continuously evolving. The 
service provider has employed technology to produce more credible type of services. 
The customer has engaged in using the technology to participate in delivery of the 
service. Several modes of customer contact with technology have developed over time. 
Nowadays, self service technology (SST) is dominant in an e-service context (see figure 
2-1). 
 
 
 
Figure 2-1 Conceptual archetypes of customer contact in relation to technology 
(Adopted from Froehle and Roth, 2004) 
This figure illustrates the modes of customer contact with technology; from the absence 
of technology until Self Service Technology (SST) based services. In other words, the 
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mode of service contact in relation to technology has shifted towards involving the 
customer in the service process for the entire period of contact time when the service is 
delivered. As a result, the concept of e-service is taking place in business organizations. 
E-service definition will be highlighted in the next section. 
2.4 E-service definition 
Technology mediation makes e-service different from traditional service, and this 
suggests creating new concepts of e-service:  
1) E-service experience: Described as a self-service experience by Zhu et al (2002). 
Others defined e-service experience as "the customer's experience that result 
from purchase through or engagement with information technology mediated 
service delivery" (e.g. Rowley, 2006; p.342).  
2) Information service: Once the primary value is exchanging information between 
the customer and the service provider, some authors, (e.g. Rust and Lemon, 
2001), conceptualise e-service as information service.  
A complete definition should cover all cues and encounters that occur before, during 
and after the e-service delivery (Bauer et al, 2005; Parasuraman et al, 2005). E-service 
is described as “providing a superior experience to consumers with respect to the 
interactive flow of information” (Rust and Lemon 2001, P.86). 
Delivering effective e-services must be carefully planned and implemented in order for 
e-services to become a valuable and strategic channel (Boyer et al, 2002). Strategically, 
the service provider who adopts some aspects of e-service operations should endeavour 
to involve the customer in designing the whole e-process.  They should start from being 
familiar with the customer requirements until receiving feedback from the customer, 
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after service delivery, in order to make the required amendments to the procedures of 
this e-process. 
E-service should be provided over an electronic network (Rust and Lemon, 2001). 
Some scholars identify the Web to be the media for the e-service channel (e.g. Voss, 
2003), and the e-service encounter is defined as: “the initial landing on the home page 
until the requested service has been completed or the final product has been delivered 
and is fit for use” Boyer et al (2002, P.178). This leads to a new concept in the 
operations management discipline, „virtual operations‟, which is defined as “online 
operations that often involve business transactions through the Internet” (Madu and 
Madu, 2002, p. 257). However, the Web/Internet is not the only electronic channel of e-
services. Therefore, the definition of e-service should be extended to capture all the 
characteristics of the e-service channels. E-service may be better defined as: “service 
delivered via information and communication technology where the customer interacts 
solely with an appropriate user interface (e.g. automated teller machine; ATM or 
website) in order to retrieve desired benefits” (Fassnacht and Koese, 2006, p.23).  
As a result, a comprehensive definition for e-service is established for this research 
project as: the service delivery through an interactive media (such as Internet, Mobile 
phone or call centre) between the database of the service provider and the customer, in 
order to retrieve the required information or perform the required tasks at any time and 
any place once the resources (such as, Internet access, mobile phone with certain 
specification, etc.) are available to the customer and the customer is prepared to do so. 
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2.5 E-Service concept adoption from customer 
perspective 
E-service is a new experience that the customer can realize and this mode of service will 
be part of the needs of the customers. This is because the IT/IS discipline‟s identity is 
evolving more rapidly than other static concepts and it touches upon many aspects of 
business and personal life. E-service will add value for both partners in the interaction, 
the customer and the service provider. The adoption of e-service from the customer side 
will depend upon the way that the service provider introduces the services through the 
different e-channels. 
The model proposed by Rogers (1962) introduced five characteristics which may 
influence customer acceptance of new innovations. These characteristics can be the 
baseline for the acceptance of the e-service concept from the customer perspective: 
1) Relative advantage: in terms of the extent to which the new innovation is 
perceived as an exclusive option among other options/alternatives. The e-service 
concept could be considered as a new innovation and it might be realized as a 
fashionable and convenient way for servicing comparing with the traditional 
way of servicing. 
2) Compatibility: if the innovation is perceived as being in line with the values, 
needs and experiences of the probable adopters in the future. The customers who 
are potential to be adopters for the e-service concept in the future are „born‟ in 
the IT/IS era. So, it is considered that this new concept is compatible with their 
values, needs and experiences of technology.  
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3) Complexity: the extent to which the innovation is perceived as difficult/easy to 
use. The technology is created to make life easy. Technology innovators are 
pushing towards making the use of all types of technology as easy as possible, 
otherwise customers will not be keen to use them.  
4) Observability: the extent to which the attributes of the innovation can be 
observed or described to the probable users. The main characteristics of the e-
service concept are: ease and lack of effort required when using the e-service 
channels, time-saving and the ability for the customer to keep in touch with the 
service provider, etc. These characteristics, among others, are considered as the 
attributes of the successful e-service concept and can be recognized easily once 
the customer is involved in using the e-service channels.   
5) Trialability: the extent to which the innovation can be experienced before 
adoption. This feature is a critical aspect to urge the customers to adopt the new 
innovation. Thus, the availability of the „demo‟ in the e-service channel will 
facilitate and pave the way for the probable customers to adopt this way of 
servicing. This „demo‟ gives the chance for the customers to try the e-service 
channel without commitment or consequence.  
 
However, there is another narrower perspective which was built by Davis (1989) to 
understand the drivers of technology acceptance by customers. He developed the 
„Technology Acceptance Model‟ (TAM) which specifies the determinants of acceptance 
and use of new technology as: 
 Usefulness: is defined as the individual‟s perception that using the new 
technology will enhance or improve his/her performance. 
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 Ease of use: is defined as the individual‟s perception that using the new 
technology will be free of effort. 
This model is more related to Self Service Technology (SST), and before proceeding 
further, the SST concept should be investigated. 
Self Service Technology (SST) is defined as the technological interfaces that enable 
users to get benefit from a service without any direct involvement from the service 
company‟s employees, such as ATMs, pay-at-the-pump, automated hotel checkout, 
telephone banking and Internet transactions (Meuter et al, 2000). Moreover, SST is 
categorized as: 
 Internet: e.g. online payment of a bill. 
 Voice/telephone: e.g. telephone self-service. 
 Automat: e.g. withdrawing cash from an ATM. 
 Video/CD: e.g. video-and TV-based training for customers. 
 
Some scholars differentiate between e-service and self-service. Surjadjaja et al (2003) 
argued that in self-service operations, a customer has to go to the technology (such as 
ATM) to get the service. In e-service, a customer can receive the service through the 
internet in any place, at any time, wherever access to the Internet is available.  
The TAM model was widely used, tested and extended in different contexts by many 
scholars. Monsuwe et al (2004) extended TAM to the shopping context by adding the 
“intrinsic value” or “enjoyment” dimension. A total of five “exogenous” factors were 
incorporated in their framework; consumer traits, situational factors, product 
characteristics, previous online shopping experience and trust in online shopping. Other 
scholars, e.g. Curran and Meuter (2005), also extended TAM by developing a 
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conceptual model of the adoption process for SSTs. They added two dimensions to the 
original TAM dimensions; need for interaction and risk. They tested it in the banking 
context across three different technologies; ATM, bank by phone and online banking. 
They concluded that if a business organizations intends to use SSTs as a customer 
contact point there are two issues related to the SSTs.  Firstly, the reaction of customers 
to the design of the SST, because they might find it difficult to understand totally the 
new technology, but they are familiar with the delivery of the service. Secondly, there is 
a need for education of the targeted consumers as to how useful and easy to use the SST 
will be. 
The Technology Acceptance Model (TAM) was redefined to encompass internet 
banking in Estonia by adding “trust in the bank” (in terms of security and reliability) as 
a factor that affects the usage of e-banking (Eriksson et al, 2005).  
Porter and Donthu (2006) also extended the basic version of TAM by adding: 
1) Perceived Access Barriers (PAB) as a third factor about the technology that 
explains the consumer‟s attitude toward technology. 
2) Demographic variables; age, education, income, race etc.  
They concluded that the PAB can significantly influence customer attitude toward using 
technology and the extended TAM is differentially relevant to various demographic 
types, moreover, the demographic variables are external to, rather than moderators to, 
their extended TAM. Moreover, Lanseng and Andreassen (2007 p. 410), argue that 
“researchers can learn that TAM as a framework for analysing the adoption of SST in a 
credence co-produced based service context is most appropriate”. 
However, adopting SST, in terms of purchasing services on the Internet, depends not 
only on the operational characteristics of a website, perceptions of usefulness and ease 
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of use (TAM‟s attributes), but also on the customer‟s trust in the e-vendor (Gefen and 
Straub, 2003). Curran et al (2003) argued that utilizing SSTs in the service encounter 
can create a more constant service atmosphere. On the other hand, introducing SSTs 
will increase the possibility of a technology failure at the time a customer is trying to 
use the service.  
In a recent study, psychological dimensions are even greater sources of resistance to 
internet banking than functional dimensions (Laukkanen et al, 2008). This supports the 
argument that the willingness to adopt technology-based services is lower when there is 
a desire for face-to-face contact.  
As a result, there are two forces that can move people to use a technology in the service 
encounter. One is the customer‟s attitude toward service provider employees and the 
second is customer attitude towards SSTs (Curran et al, 2003). Any business cannot 
change the human nature of its employees or customers (Curran et al, 2003). If people 
feel negatively toward service employees, then a positive attitude is shown towards SST 
usage. If they perceive positive features of the SST such as time savings, 24/7 access, 
etc. this will also increase the positive attitude toward the specific SST and general 
attitude toward service technologies. 
However, not all customers will be SST adopters. A successful business should create a 
balance between serving the customer in the traditional way and using e-service 
channels.  The balance between high-touch and high-tech will be the main challenge for 
business organisations in the future and is described as the "key challenge faced by the 
self serviced-domain" (Saloman et al; 2006, p. 67). 
The previous discussion was directed towards the motivation to adopt the e-service 
concept or the SST concept from the customer perspective. To be more specific, if the 
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service provider took all these factors into consideration, does the customer have the 
ability to be an e-service adopter? The answer is: in addition to all the factors/values 
that are mentioned, there is one more critical factor that should be available in order for 
the customer to be ready to be e-service adopters. This factor is the technology 
readiness of the customer. This is going to be discussed in the next section. 
2.6 Technology readiness of the customers   
Service providers need to understand the technology readiness of the customers or the 
customer-technology based service relationship (Meuter et al, 2000) before adopting 
any sort of e-service strategy. This is going to be investigated through the banking 
context as this research project concerns the banking sector. 
Generally speaking, individual characteristics in terms of technology readiness might be 
important determinants of SST usage and adoption (Oyedele and Simpson, 2007). 
Utilization of SST is likely to differ on the basis of “individual psychographic 
characteristics” such as technology readiness (Parasuraman, 2000). Technology 
Readiness (TR) is defined as the “propensity to embrace and use new technologies for 
accomplishing goals in home life and at work” (Parasuraman, 2000, p.308) and is based 
on four dimensions: 
1. Optimism: the degree to which people have a positive view of technology; in 
terms that technology offers control, flexibility and efficiency in their lives. 
2. Innovativeness: the extent to which people are technologically pioneers.  
3. Discomfort: perception of a lack of control by people concerning technology. 
4. Insecurity: the degree to which people distrust technology and are sceptical of its 
ability to work properly. 
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Optimism and innovativeness are the positive drivers of technology readiness (TR) that 
hold a positive attitude toward technology, while discomfort and insecurity are negative 
drivers that discourage customers from using technology. TR “cannot be ignored in 
assessing customers‟ adoption of SSTs because it plays a vital role in the resulting 
perceptions and behaviours” (Lin and Hsieh, 2006, P.499). Furthermore, other scholars 
like (Yen, 2005) argued that customer satisfaction with SSTs is because a customer with 
greater TR would be more likely to enjoy and express satisfaction with SSTs than other 
customers with lower TR. As a result, it follows that business should pay attention to 
the TR of its customers in order to improve the favourable outcomes of SST 
implementation. This is because customers/users that use SST will be able to self-
control the transactions processes which is essential for e-banking transactions. 
All in all, the customer base‟s overall level of readiness to interact effectively with 
technology-based services is a possible critical enabler of SST. All SST should be 
designed with a customer focus, and based on technology that is relevant for the task 
(Meuter et al, 2003). Moreover, involving the targeted customers/users in designing the 
e-processes through the new innovation will increase acceptance among the service 
providers (Magnusson et al, 2003). It is not enough just to involve the targeted 
customers/users; it is also important how this process is managed. 
The literature in operations management presupposes the need for segmentation of 
customers (Craighead et al, 2004). This is because the findings of many studies, as 
reported by Parasuraman et al, (2005), reveal important differences in the usage of 
technologies across customers depending on their technology beliefs. One of the main 
reasons for doing so is that online customers are not always homogeneous (Boyer et al, 
2002).  Therefore, it‟s quite important to categorize customers according to their 
willingness for adoption of SST. 
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Parasuraman and Colby (2001) categorize customers in the following segments (in 
Matthing et al, 2006, p.291): 
 Explorers: who are highly motivated and fearless. 
 Pioneers: who desire the benefits of new technologies but are more practical 
about the difficulties and dangers. 
 Sceptics: who need to be convinced of the benefits of new technologies. 
 Paranoids: who are convinced of the fruits but unusually concerned about the 
risks. 
 Laggards: who may never adopt unless they are forced to do so. 
 
The customer segmentation according to their TR should be taken into consideration 
once the service providers of the e-services decide to build their e-service strategies. On 
the other hand, Snellman and Vihtkari (2003) stated that one of the main disadvantages 
of SST-based service is how to tackle customer complaints through the e-service 
channel. E-service recovery cannot provide empathy and understanding of a customer‟s 
complaint, which is essential in successful service recovery. This should be taken into 
consideration when the service provider is establishing the e-service strategy. White and 
Nteli (2004) also highlight that different segments of customers with different priorities 
and perspectives have different concerns. Hence issues of security, trust, ease of use, 
efficiency and responsiveness are all important influencers before a customer decides to 
use online banking (White and Nteli, 2004). 
However, even though all these positive aspects for the new innovation are available for 
customers, certain barriers for this adoption of e-service exist. These barriers are two-
fold; internal and external barriers. The next part sheds light on these barriers. 
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2.7 Barriers of e-services adoption 
From a service provider perspective, not only are there many drivers which lead to e-
service adoption there are also barriers which hinder it too. The bank sector has an 
extensive history with technology. The decision-makers in the bank sector are eager to 
adopt e-service strategy. This is to enhance the profitability of the bank by reducing the 
overhead operations expenses and attracting new customers. It is a new way of serving 
users through different channels of technologies. 
However, many questions come to mind while discussing the e-service adoption 
strategy from the service provider perspective: 
1. Do service providers adopt e-processes because of external pressures from 
sources such as competitors and customers? 
2. Is the adoption of e-processes the result of rational decisions made by the 
management around expected performance improvements? 
3. Which barriers have a stronger impact on preventing service organizations from 
implementing e-processes? 
4. Are the internal barriers related to the company itself (such as culture, lack of 
skills, costs, etc.) or external factors such as customers‟ resistance? 
The literature (e.g. Vassilakis et al, 2005) showed that the following might be 
considered as barriers to development, acceptance, and use of electronic services: 
1. Legislative barriers: that relate to the existence of law and regulations that 
facilitate the deployment of e-services. 
2. Administrated barriers: that relate to lack of appropriate business models, 
justification of costs and availability of skilled personnel. 
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3. Technological barriers: that relate to lack of tools and infrastructure in order to 
develop, deploy and use e-services. 
4. User-culture barriers: that is related to the user groups‟ culture or profile, such as 
external users, international users, etc. 
5. Social barriers: obstacles that are related to social status such as fear of job loss. 
As a result, the barriers that might hinder the proliferation of adopting an e-service 
strategy can be categorised into three groups: 
a) Outside the business organisation barriers: these barriers are related to the 
regulations and law in the country where the business exists, in terms of having 
the permission to access to the web and the availability of the IT infrastructure 
etc. 
b) Inside the business organisation barriers: these barriers are related to: 
o Rigid organizational arrangements and procedures (conservatism). 
o The availability of the human and IT resources in the business. 
o Business model and cost rationalization. 
o Lack of vision and motivation. 
o Uncertainty about the new technology. 
c) In-between-barriers: These barriers are concerned with the culture and profile of 
the customers who are going to benefit from these e-service processes. 
The globalisation vision urges countries all over the world to be part of the information 
revolution by deploying compatible IT/IS systems in order to share information and to 
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communicate easily and quickly. The first group of barriers, therefore, is likely to 
vanish over time. 
Internal barriers that are inside the business organisation barriers have a significant 
negative impact on adoption of e-processes (Tsikriktsis et al, 2004). Moreover, the 
customer‟s culture and profile are going to be among the main challenges for the 
businesses that are going to adopt the e-service strategy. 
The previous factors are considered to be barriers to adopt the e-service channels from 
the service provider‟s perspective. At the same time they might be considered as 
determinants to adopt this new innovation from the customer‟s point of view. If so, the 
service provider should take all these determinants into consideration while tailoring the 
operations strategy through different e-service channels. Service provider perspective 
for e-service strategies will be viewed in the next section.  
2.8 Service provider perspective 
The main aim of the management of any business organisation is to integrate and 
coordinate its resources to create “organization-specific competencies”. Therefore, 
competitive advantage is seen as emerging from this resulting set of competencies that 
are deployed to achieve “superior performance” (Ward and Peppard, 2002). 
Evolving global business networks and continuous advances in information technology 
(IT) enforce mangers to deal with operations in a more strategic way (Hayes et al, 
2005). Operating capabilities direct the strategy, with feedback from marketing 
experience as to what operations could do to sustain competitiveness. Core 
competencies, resources and organisational capabilities are increasingly familiar 
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concepts to managers, and the value of these ideas in strategic management is widely 
recognised (Acur and Bititci, 2004). 
E-service, however, cannot be considered in isolation from the broader set of services 
that an organisation delivers (Voss, 2003). Therefore, business organizations should 
have clear strategic objectives for their use of e-services in their operations, such as:  
service-based differentiations; cost reduction; retaining of existing customers; attracting 
new customers; and, most importantly, successfully aligning both their ICT and 
operations strategies with their business strategies (Barnes et al, 2004). In other words, 
the drivers behind adopting e-services from the service provider‟s perspective might be 
the benefits for electronic services, which include: customer satisfaction; customer 
retention; attraction of new customers; reduced cost; and increased profit margins that 
affect business performance (Parasuraman et al, 2005; Bauer et al, 2005). 
 
Although, the main e-service channel is the Internet, using the Internet by itself will not 
give competitive advantage (Porter, 2001). The use of Internet can impact business 
operations in three main areas: supply operations, internal operations and sales 
operations (including marketing). E-business should utilise Internet-based technologies 
to complement rather than replace existing ways of competing (Barnes et al, 2004). 
Business organizations that complement their traditional channels with Internet-based 
channels will have competitive advantage over others who have only single channels 
(Porter, 2001). Several exemplary service companies which have achieved “world-
class” status through operations have been successful in introducing e-services as an 
extension of their traditional brick-and-mortar operations (Boyer et al, 2002). 
Successful companies plug the SST channels into the existing body of the company 
rather than treating it as a substitute for other channels (Saloman et al, 2006). This trend 
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of implementing the e-service strategy is because users are often concerned about 
dealing with virtual organizations that may not have a physical location where they 
could be tracked (Madu and Madu, 2002). 
However, the investment in SST is often high which refers to the strong use of 
technology in SST scenarios resulting in high initial and operational costs (Saloman et 
al; 2006). One of the main goals of many service providers for implementing SST in 
their businesses is to attract potential customers to justify the costs of implementation. 
Practitioners should distinguish between structural processes which point to delivery of 
products and services to the market and infrastructural processes which support them 
(Lewis, 2003). In order to launch e-services it should be dependent upon support 
processes in the back office. Technical infrastructure and back-end processes are quite 
important in terms of fulfilment of the service promise (Fassnacht and Koese, 2006). 
Although virtual channels offer good opportunities for automation and standardization 
of back-office operations, many service quality failures in e-services have been related 
to back-office operations (Sousa and Voss, 2006). On the other hand, Voss et al (2004), 
argue that it is difficult to standardize information-based and people-processing 
services. 
The integration of operations with marketing in developing and executing an e-services 
strategy contributes to e-loyalty and profitability (Boyer et al, 2002), but forcing 
customers to use SSTs might lead to a decrease in positive perception and a negative 
evaluation of the firm‟s services (Lin and Hsiesh, 2006). Therefore, business 
organisations that want to achieve balance between the high tech and the high touch 
should integrate their online and offline activities. Moreover, empirical studies suggest 
that a “stronger linkage between market-based view and resource-based view should 
improve the strategy management process and thus the business performance” (Acur 
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and Bititci, 2004, P.390). This is presented in figure 2-2, which depicts the two sides for 
operations strategy: 
1. Operations resources: 
 What the business has: in terms of operations capabilities. 
 What the business does: to maintain capabilities and satisfy the market. 
2. Market requirements: 
 What the business wants from operations to help in competing.  
 What the business needs to compete in the market. 
 
Strategic Reconciliation 
 
 
 
Figure 2-2: Operations strategy reconciles the requirements of the market with the capabilities of 
operations resources 
 (Adopted from Slack et al, 2007) 
 
Operations 
Resources 
Market 
Requirements 
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The reconciliation between both the market requirements and the operations resources is 
a base line for assessing the e-banking strategy in the bank context.  
Meanwhile, both customer and service provider perspectives are demonstrated. Each 
side has its own justification to adopt e-service channel and there are barriers that might 
hinder this adoption. A certain level of service-quality should deliver the balance 
between launching certain services through specific virtual channels and urging the 
potential customers to adopt these e-services. Therefore, what is the level of quality that 
the service provider can deliver through e-service channels? Also, what is the level of 
quality that the customer is looking for in order to adopt this new strategy of service? 
This will be demonstrated in the next chapter. 
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3.0 Introduction 
This chapter is going to show the multiple dimensions of service and e-service quality, 
as a result of searching the literature.  
3.1 Service quality 
In the manufacturing context, cost, quality, delivery and flexibility are the broad and 
generic objectives (Tan and Platts, 2005). These objectives are too highly aggregated to 
direct decision making individually. This holds true in the service context. This section 
is interested in quality of service; the service provider delivers service according to the 
availability of resources in the business organisation, while customer satisfaction is 
subjective when assessing service quality. 
The literature shows many definitions of quality: Shewhart (1980) has described quality 
in terms of objectivity and subjectivity. Objective quality is the degree of fulfilment of a 
process. Subjective quality is the level of perception reported by the person who utilizes 
the outcome of that process. “Quality is defined by (Wycoff, 1984) as: the degree of 
excellence intended and the control of variability in achieving that excellence, in 
meeting the customer‟s requirements, (in Stewart, 2003, p.249)”.  
Ishikawa (1991) developed an approach combining the customer‟s and the service 
provider‟s view of quality. The customer‟s view is entitled as “true characteristics” and 
the service provider‟s view is entitled as “substitute characteristics” which state that the 
degree of match between true and substitute qualities determines customer satisfaction. 
Levesque and McDougall, (1996), have suggested that service quality can be 
determined by highlighting the following: 
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 Operational aspects which focus on the organization‟s operations, such as 
timeliness, accuracy, convenience and efficiency. 
 Relational aspects that are described as a customer‟s treatment. It is subjective. 
For example, if customers are dissatisfied with the level of treatment they 
receive at their bank, they may begin to bank elsewhere. 
From the service provider‟s perspective, in terms of the ability of the service provider to 
meet the customers‟ requirements, “high service quality is given and received if the 
provider‟s expectations of defined performance standards are met” (Voss et al, 2004, p. 
213). Others (e.g. Parasuraman et al, 1988) refer to service quality as the difference 
between the customer‟s expectations of what a firm should provide and perceived 
service performance. On the other hand, scholars like Seth et al (2005), argued that 
there are no well-accepted conceptual definitions and models of service quality and its 
measurement. 
As a result all different definitions of quality are concentrated on both sides of the 
service process, the service provider and the customer. What are the measures that were 
used in the literature to evaluate the quality of the service produced by the service 
provider and accepted by the customer? This will lead to a search of the literature to 
identify the critical determinants of service and e-service quality, as demonstrated in the 
next section. 
3.2 Dimensions of service quality 
In the off-line environment it is common knowledge that quality of service is a key 
determinant of customer satisfaction and loyalty, and crucial for both building 
competitive advantage (Bauer et al, 2005), as well as retaining customers (Ranaweera 
and Neely, 2003; Broderick and Vachirapornpuk, 2002). Moreover, there has been 
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much interest in the relationship among service quality outcomes such as retention and 
profitability (Roberts and Campbell, 2007; Collier and Bienstock, 2006). 
From an operational perspective, the ability to deliver high levels of service quality 
depends on how organizations control their resources in terms of personnel, technology, 
control systems and effective internal planning (Jack et al, 2006). It is crucial, therefore, 
to identify the dimensions/determinants of the quality of service. 
The main dimension of service quality is reliability. It is acknowledged as an 
“operational excellence” (Bick et al, 2004) dimension. Most scales, such as 
SERVQUAL (Parasuraman et al, 1988), that measure service quality, consider this 
dimension as fundamental. 
As stated by Garvin (1987), the following dimensions of quality may apply to both 
services and products: 
 Performance: in terms of how the product or service is achieving its objectives. 
 Features: adding secondary characteristics to the product or service.  
 Reliability: measures the consistency of performance of the product or service in 
reference to time. 
 Durability: measures the useful life of the product or the service. 
 Serviceability: in terms of resolving conflicts from customers, many issues here 
deal with service after sales. 
 Conformance: deals with how the product or service satisfies customers‟ 
expectations. 
 Perceived quality: service based on past performance and other intangibles that 
may influence its perceived quality. 
 Aesthetics: characteristics such as feel, looks and sounds that is important. 
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These dimensions have been extensively applied in measuring the quality of products, 
but these dimensions are also applied, to a lesser extent, in measuring the quality of 
services. It is more difficult to standardize services, and to use the same yardstick for 
products to measure the quality of services (Madu and Madu, 2002), due to their unique 
features such as intangibility.  
Parasuraman et al (1988) constructed a scale of perceived service quality termed 
SERVQUAL that is extensively used for the assessment of service quality. This scale is 
based on the gap in perception of the service quality between the service provider and 
the customer. This construct consists of 5-dimensions: 
 Reliability: The ability to perform the promised service dependably and 
accurately. 
 Responsiveness: The willingness to help customers and provide prompt service. 
 Assurance: In terms of the employees‟ knowledge and courtesy, and their ability 
to motivate trust and confidence. 
 Empathy: Refers to giving care, individualized attention to customers. 
 Tangibles: The appearance of physical facilities, equipment, personnel etc. 
This gap model has been used in many contexts and will continue to be widely used in 
service quality measuring systems (Chase and Apte, 2007). 
Stewart (2003) developed a model for delivering service quality which was based on 
three T‟s: 
1. Tangibles: the facilities and the facilitating goods of the service. 
2. Task: the means by which inputs to the service are transformed into the desired 
outputs and are primarily active rather than physical in nature. 
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3. Treatment: an assessment of the intentions of the service provider in a social 
context as perceived by the customer. 
This model mirrors SERVQUAL in terms of: 
 Reliability, which is primarily driven by the task.  
 Assurance and empathy, which are primarily the result of treatment efforts. 
 Tangibles, which are quite, simply result from the first „T‟.  
 Responsiveness, one of the most important dimensions of service quality. It is 
the only dimension whose driver within the three T‟s is not clear. The author of 
this model claimed that “responsiveness is in part an attitude of willingness, 
which results from efforts at providing better treatment, and in part an execution 
issue, which results from better task structure” (Stewart, 2003, P.254). 
One more dimension is service recovery, which has impact on costumer‟s evaluations of 
traditional service delivery. However, Hocutt et al (2006) proposed three dimensions for 
perceived fairness of recovery efforts:  
 Redress (compensation) 
 Responsiveness 
 Empathy/Courtesy  
To what extent can the previous dimensions be applied in the e-service quality context? 
Some scholars proposed to migrate the components of traditional service to e-service 
(Gronroos, 2000) by redefining the dimensions of the existing construct: 
 Tangibility: replaced by „User-Interface‟. 
 Responsiveness: refers to the speed of order confirmation. 
 Reliability: which is; 
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 Relates to online delivery of ordered goods. 
 Relates to accurate supply of information. 
 Relates to error freeness of links. 
 Assurance: 
 Refers to the safety of on-line transaction and the policy for using personal 
information by the company. 
 Refers to general trustworthiness which is considered as one of the most 
important drivers of e-service. 
 Empathy: Interpreted as the degree of customisation of communications and the 
service provider‟s awareness of customer‟s personal needs. 
However, it is emphasized that service quality created to evaluate traditional services 
cannot be applied to virtual environments, where customers interact with technology 
rather than service personnel (Parasuraman and Grewal, 2000). Other scholars like 
Zeithmal et al, (2002) claimed that customer expectations are not as well formed in e-
service quality as they are in traditional ones. Moreover, purchasing processes for 
physical goods through the Internet, in terms of consumers‟ concerns with how the 
purchased item will be shipped and the ease of packing out of a purchase (Long and 
McMellon, 2004), cannot hold true for e-services which are purchased through the 
Internet. The next section will demonstrate the characteristics of e-service quality. 
3.3 Dimensions of E-service quality 
By the beginning of this century, research in e-service quality was embryonic (Van Riel 
et al, 2001) and more investigation is still required. Although quality of services that 
leads to customer satisfaction and loyalty holds true for both offline and electronic 
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services (Bauer et al, 2005), the scales for measuring quality of e-service will vary in 
different contexts (Parasuraman et al, 2005). 
Contributions to research on electronic services mainly originate from the fields of 
service marketing (Meuter et al, 2000), e-commerce (Flavian et al, 2006), information 
systems research (Aladwani and Palvia, 2002) and operations management (Voss, 2003; 
Mukherjee et al, 2003) among others. Publications dealing with e-service in its broad 
sense will be examined to get a comprehensive overview of the extant literature. 
It is important for the researchers to examine e-service from three main perspectives 
(Boyer and Olson, 2002): 
1) The technology side of developing and maintaining applications.  
2) The operations side of providing actual services. 
3) The marketing side of connecting with customers. 
This is supported by Ghosh (2004), who argued that creating e-service operations that 
attracts and influences customers to buy products and/or services is a process involving:  
 Service marketing: this deals with the expected quality of services. 
 Service design: it includes a blueprint of the service system. 
 Service delivery: concerned with the delivery of the core products and services 
to the customers. 
From a marketing perspective, e-service quality is defined as the overall evaluation and 
judgment made by the customer about the quality of e-service that the service providers 
offer through the virtual marketplace (Santos, 2003). 
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From an operations perspective, e-service quality can involve customers in the service 
development process through quick feedback and enhanced customer relationships. In 
other words, it is important to identify factors that could enable e-businesses to achieve 
a customer‟s satisfaction and competitiveness. This will require understanding customer 
needs and designing those needs into the virtual services that are offered to customers 
(Madu and Madu, 2002). The quality of e-service might be the most important 
determinant to enhance long-term success in any business organization. 
The next section will shed light on the main determinants of e-service quality in the 
extant literature. 
3.4 E-service quality determinants 
In the banking context, the Internet, mobile phone banking and the telephone banking in 
terms of call centre or (IVR) are basic e-channels for communications between the 
customer and the service provider (bank). These e-banking channels are basic types of 
implementation for e-service strategy. Integrated communication (Loiacono et al, 2002) 
is perfect communication with the customers of the bank through multiple channels. 
Here customers can have the relative advantage of communicating with the service 
provider through the e-service channels. 
In the Internet „bubble‟, most studies were interested in the Internet channel as an e-
service channel. The literature (e.g. Loiacono et al, 2002) considered the website as a 
substitute channel for the traditional way of communicating, i.e. „substitutability‟, 
which is the effectiveness of website interaction compared to other means, such as 
physical stores (Loiacono et al, 2002). 
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However, there is no detailed framework in the literature that provides a comprehensive 
understanding of the determinants of e-service quality (Santos, 2003). This work is 
going to fulfil this gap in the literature to gain comprehensive understanding of e-
service quality in the banking context. This study is interested in the following main e-
service channels: 
I. Internet banking: The website is the user interface between the bank and its 
customers through the Internet. The website of the bank might be a 
static/informative website in terms of including general information about the 
services and products which are delivered by the bank. The website of the bank 
might be dynamic/interactive in terms of interaction between the customer or the 
user of this website and the back office operations of the bank. The customer 
activates the back office operations in the bank by making certain queries. 
Moreover, the website of the bank might be considered as an „auto-teller‟, in 
terms of the fact that customers can perform transactions through the Internet 
banking system. In order for successful implementation of this e-service 
channel, balancing of the website strategy with the overall business strategy 
should be taken into consideration. 
II. Mobile phone banking: This is a way of communication between the customer 
and the bank depending on the compatibility of the characteristics of the mobile 
phone owned by the customer and the resources of the bank. 
III. Telephone banking (in terms of call centre or IVR): This is another way of 
communication which depends on the availability of the required resources in 
the bank and the availability of a telephone line, regardless of whether it is a 
land-line or mobile-line, with the customer.  
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We shall now start identifying the determinants of the e-service channels in different 
contexts, such as a banking context, a shopping context and any other service contexts. 
 3.4.1 Navigation 
The literature (e.g. Parasuraman et al, 2005), showed migration of the service 
dimensions in the physical world to be part of e-service determinants. Tangibility, 
which is concentrated on the physical evidence of service, could also include similar 
virtual evidence of service such as website navigation (Long and McMellon, 2004). 
Navigation or efficiency of navigation (Bauer et al, 2006) is a concept which deals with 
downloading and browsing the pages of the website. The speed of downloading is 
important and it is favourable to download the website quickly (Van Riel et al, 2001; 
Semeijn et al, 2005; Cristobal et al, 2007). The time which the website takes to load in a 
user‟s browser is the response time (Loiacono et al, 2002). The speed of downloading 
for a specific website represents the ease of using that website (Voss, 2003). In other 
words, the availability of the website (Bauer et al, 2006) and the ease and speed of 
accessing and using the website represents the efficiency of navigation. Parasuraman et 
al (2005) present efficiency as one of the dimensions in their work in E-S-QUAL/Rec-
QUAL. 
Once the website has been loaded, the first impression from the customer is the 
innovativeness, e.g. the creativity, uniqueness of the website (Loiacono et al, (2002) and 
the design of this user interface. Professional website design or „overall view‟ focuses 
on the ease of use in terms of the degree to which the functionality of the user interface 
facilitates the customer‟s retrieval of the e-service (Fassnacht and Koese, 2006). It 
includes many attributes: 
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 Graphic quality: captures how well the various elements of the user interface 
(e.g. text, icons, digital images, or background) are visually represented 
(Fassnacht and Koese, 2006). In other words, it is the creativity of a site with 
excellent multimedia or proper use of multimedia (Aladwani and Palvia, 2002) 
and colour graphics (Yoo and Donthu, 2001). 
 Aesthetics: The visual attractiveness/visual appeal of the web site, i.e. 
professional web site design, clarity in presenting the services and easy access to 
all services/relevant content (Bauer et al, 2006). Colour combinations, the type 
and size of fonts, animation, sound effects, clarity and readability of texts are 
other aspects of aesthetics (Madu and Madu, 2002). 
 Technical quality/efficiency: The correct technical functioning of the site or 
“system availability”, as coined by Parasuraman et al (2005), and the ability to 
access the service with minimal effort (Zeithmal et al, 2002) which captures the 
goodness of data transfer and data processing during the delivery of the e-service 
(Fassnacht and Koese, 2006). In other words, it is the functionality of the user 
interface which facilitates the customer‟s retrieval of the e-service.  
 Having more than one language (Van Riel et al, 2001). 
 Search capability, in terms of having a search engine (Semeijn et al, 2005; 
Waite, 2006).  
 Website structure, which is the organizing of information with appropriate 
keywords or sub-headings (Madu and Madu, 2002). The information might be 
related to the historical information about the bank or any other information that 
might be related to the activities of the bank. Well organized hyperlinks (Liu and 
Arnett, 2000) to other sites are included in website structure, which deal with: 
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 How hyperlinks are used within the pages and whether such links lead to 
sources of information or to dead ends. 
 Providing the user with links to other sites that may deal better with 
some issues of interest to the user. 
 Being able to link to the website from any other search engine (Madu 
and Madu, 2002). 
 Ethics standards (Liu and Arnett, 2000). 
All previous attributes are considered as “service environment” (Fassnacht and Koese, 
2006) which is related to the appearance of the user interface or the core service (Van 
Riel et al, 2001), in terms of all information that is required for the user of the website. 
3.4.2 Usability 
Performance and usability are tied together and drive all other dimensions (Madu and 
Madu, 2002) of e-service quality. Usability has been mentioned in many e-service 
quality measuring models. Each model has its own definition of usability, such as: 
 Intuitive operations (Loiacono et al, (2002), where the back office can act 
properly. 
  Clarity of layout, which is defined as the degree to which the design structure of 
the user interface helps users to find their way (Fassnacht and Koese, 2006). 
In this work, it is restricted to the ability of the users to (Flavian et al, 2006): 
 Grasp content easily. 
 Control what they are doing, where they are, at any given moment. 
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 The time required for finding the item that the user is looking for/obtaining the 
target goal. 
Moreover, (Flavian et al, 2006), confirmed that perceived usability has a direct and 
positive relationship on the degree of customer‟s trust and satisfaction. 
3.4.3 Responsiveness 
Responsiveness is one of the foundations or the „base line‟ of any service introduced by 
any service provider through the virtual channel, e.g. the Internet (Voss, 2003). 
Responsiveness captures concerns about how the website interacts with customers in a 
practical way (Long and McMellon, 2004). In other words, how customers interactively 
search for information, communicate with the back office operations in an interactive 
way (Loiacono et al, 2002) and how the bank responds to customer inquiries quickly 
(Wolfinbarger and Gilly, 2003); this depends upon the availability of service personnel 
(Bauer et al, 2006). The design of the user interface not only needs to pay attention to 
the requirements of the end-users as major stakeholders, but also to “the efficiency of 
the supporting virtual and/or back-office operations” (Sousa and Voss, 2006, P.362). 
Thus, the attributes of responsiveness are: 
 Easy to get in touch and interactive feedback between the customer/user and the 
business (Semeijn et al, 2005). 
 Stability of data transmission and promptness of reactions to the requests of the 
customers (Bauer et al, 2006). 
 Confirmation: once the transaction has been made, that the operation has been 
carried out satisfactorily (Cristobal et al, 2007). 
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 Availability of alternative communication channels (Bauer et al, 2006). 
 Clear policy of responding to the customers in terms of cancellations, refunds 
etc (Madu and Madu, 2002) and return policy (Bauer et al, 2006). Giving 
comparable policies that are available in major department stores. For example, 
charging restocking fees for returned items (Madu and Madu, 2002). 
 Ease of correcting a server‟s error (Liu and Arnett, 2000). 
3.4.4 Customisation 
Customisation is the capability and performance of the customer-centred service to 
satisfy the customer‟s needs (Voss, 2003) by offering convenience customised products 
and services (Madu and Madu, 2002) or providing the customers with a tailor-made 
service (Cristobal et al, 2007). It is adapted to personal needs, i.e. “personalization” 
(Rowley, 2006) or service personalisation (Ibrahim et al, 2006), such as 
payment/delivery methods (Semeijn et al, 2005).  
3.4.5 Range of products/services 
The variety of services presented (White and Nteli, 2004), i.e. range of 
products/services offered to the customers through the website or „attractiveness of 
selection‟, as coined by Fassnacht and Koese (2006). This is the extent to which the 
available range of offerings appeals to the customer. In the case of Internet banking 
service, for example, it would refer to the selection of banking services offered. 
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3.4.6 Fulfilment 
Operations management states that fulfilment is the efficiency of online order 
processing, in terms of; clear instructions for placing orders; ease of placing an order; 
transaction system working correctly; and confirmation of order provided (Frances, 
2007), within a reasonable waiting time (Bauer et al, 2006). In a service context, it is the 
service availability when purchasing and performing the service properly the first time 
(Cristobal et al, 2007). Accuracy of service and delivery on time are fundamental 
attributes of the fulfilment process (Zeithmal et al, 2002), and if they are not presented 
as Voss (2003) claimed, customers will go elsewhere in future. It is also the extent to 
which the site fulfils promises about order delivery and item availability (Parasuraman 
et al, 2005). In other words, fulfilment is the accurate display and description of a 
product/service, management of transactions through the website and the time required 
to complete subsequent transactions (Loiacono et al, 2002). It includes delivering the 
right product/service within the time limit promised (Wolfinbarger and Gilly, 2003) or 
on time agreed on (Cristobal et al, 2007). As a result, there is consensus about the 
attributes of fulfilment as order processing and delivery. Other scholars, e.g. Chen and 
Chang (2003), add another attribute which is the post-sales service. The fulfilment 
process or “internet retailing”, as termed by (Frances, 2007), involves the activities for 
selling goods and services via the Internet to the final customer for personal use. 
Moreover, he argued that, if for business use, these activities for selling the goods and 
services are different.  
3.4.7 Reliability 
Reliability is the consistency of performance over time in terms of accessibility issues 
(Ibrahim et al, 2006), achieving what is promised within a certain time (Cristobal et al, 
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2007), dependability (Long and McMellon, 2004), speed and ability to quickly 
download information (Madu and Madu, 2002). It is also the extent to which the service 
serves its targeted purpose. Reliability is mentioned in the literature interchangeably 
with fulfilment, as the accuracy and timeliness of the fulfilled promised service 
(Fassnacht and Koese, 2006). 
The literature (e.g. Frances, 2007) considers online reliability for physical products as 
the product availability, breadth and depth of product range and correct products 
delivered the first time. Moreover, Cristobal et al (2007) add more attributes, i.e. 
accuracy of order delivery of the product in good condition and timeliness of order 
delivery exactly as it was displayed on the website. 
This might be applied on e-service; to deliver the promised service exactly as it is 
presented on the website on time. Reliability is extended by Bauer et al (2006) in their 
developed transaction process-based scale for measuring service quality (eTransQual), 
to capture the range of services/products offered by the service provider. Moreover, they 
considered the encoding of personal information and confidentiality as an attribute of 
reliability. As a result it is the “Outcome quality” (Fassnacht and Koese, 2006), which is 
viewed as what the customer is left with after service delivery. 
3.4.8 Trust 
Trust or trust levels (White and Nteli, 2004) is the privacy of the information provided 
by users (Loiacono et al, 2002) and the website should explain clearly the intended use 
of these personal details (Frances, 2007). This definition is extended to capture financial 
issues. Trust/assurance online have two folds: financial issues and a privacy dimension 
(Voss, 2003). Privacy is the degree to which the site is safe and protects a customer‟s 
information (Parasuraman et al, 2005). It is the confidentiality of customer data that 
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should be ensured (Cristobal et al, 2007).  Protecting personal information/data is 
achieved by handling it in a secure way (Semeijn et al, 2005). The financial issues 
reflect the safety of transactions (Long and McMellon, 2004), specifically, completing 
the transactions safely (Barnes and Vigden, 2002) and the credit/debit card data is 
secured (Zeithmal et al, 2002; Wolfinbarger and Gilly, 2003). There should be a balance 
between security and ease of use payment. In other words, customers should be allowed 
to control their entire transaction (Liu and Arnett, 2000). Trust is closely associated with 
security and system integrity, which is the ability of the site to safeguard and protect 
information that is provided for it, and conveying confidence to users (Madu and Madu, 
2002).  
3.4.9 Security 
A study undertaken by White and Nteli (2004) focuses on why the increase in the 
number of internet users in the UK has not been paralleled by increases in internet usage 
for banking purposes. Results found that customers were still very much concerned with 
the security and safety aspect of on-line banking. 
In the e-commerce context for purchasing physical products, security/security levels or 
“system use”, as coined by Liu and Arnett (2000), is the balance of security and the ease 
of payment with customer ability to control their entire transactions. This will help gain 
customer confidence during transactions. Security issues should not also hinder tracking 
the order status.  
Security in the e-service environment is a very curial element for successful 
implementation of e-service strategy. Security is highly appreciated in the banking 
context and banking transactions should be completed confidentially and safely 
(Maenpaa, 2006). If so the customer will be happy and have the motivation to conduct 
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his/her banking transactions through the e-service channels again and again. The main 
common factor between purchasing physical products and services online is security of 
cards payments (Wolfinbarger and Gilly, 2003). The customer, who performs his/her 
transactions through the Internet, should be aware of the elements of security 
incorporated in the website (Cristobal et al, 2007). Also the customer, who performs 
his/her transactions through other e-service channels, such as mobile phone or IVR, 
should be aware of the security guarantee from the service provider. This might be by 
informing the customer of the security guarantee provided through these channels. 
3.4.10 Positive website to delight customer 
Positive website is the ability of the website of the business organisation to have 
“proactive service” (Voss, 2003): which stores customer information and e-mails them 
when necessary. For example, if a travel agent e-mails the customer when a special 
offer fare for a flight to the customer‟s chosen destination becomes available, that will 
have a very good impression on the customer for this service. Moreover, if a bank, for 
example, is offering a map to the nearest branch or ATM in the region where the 
customer is living, that will be a “value added service”. This will lead to additional 
customer satisfaction, customer retention and to incremental revenues as Voss (2003) 
proposed in his general framework, the sequence dependent or “sand cone” model of e-
service through the Internet. To delight customers, a positive website should have an 
option to modify and/or defer the process at any time, without commitment, during the 
purchasing process (Cristobal et al, 2007). Another factor is empathy, which should 
provide individualized attention to a customer‟s concerns and requests rather than a 
generic auto reply through the e-mail communications (Madu and Madu, 2002).  
71 
 
Overall there should exist “emotional benefit” (Fassnacht and Koese, 2006), which is 
the degree to which using the service generates positive feelings inside the customer. 
3.4.11 Reputation 
Business organisations with good reputation among the customers can depend on this 
(White and Nteli, 2004) to adopt a sort of e-service strategy. Some scholars (e.g. Madu 
and Madu, 2002), suppose that a good reputation is the performance that exceeds the 
expectations of users. 
3.4.12 Enjoyable website 
An enjoyable website is emulated as “flow-emotional appeal” (Loiacono et al, 2002), 
which represents the desirable feelings generated such as happiness and cheerfulness 
when the customer uses the site. Enjoyable websites, or “playfulness” (Liu and Arnett, 
2000) is when customers enjoy visiting the website, which motivates them to have 
participation, promotes customer excitement, has charming features to attract customers 
and promotes customer concentration. An enjoyable websites is one which makes the 
visit of the website of any business organisation an enjoyable experience, not just a 
perfect transaction (Voss, 2003). In the shopping context (Bauer et al, 2006), this e-
service experience is the fun of using the web site, excitement when shopping online 
and entertainment provided by the web site which will lead to revisiting the site again 
(Voss, 2003). 
3.4.13 Information quality 
Information displayed in the website should support business objectives (Liu and 
Arnett, 2000) and have standard and credible (White and Nteli, 2004) quality in terms 
of the suitability (Loiacono et al, 2002), relevance and timeliness of the information on 
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the website (Bauer et al, 2006). In other words, it is the quality of the information 
provided for the customer during the interaction process with the user interface that 
covers the extent to which it is believable, easy to understand, has the right level of 
detailed information and presents the information in an appropriate format (Barnes and 
Vigden, 2002). Here information includes product/service descriptions, payment 
information, frequently asked questions (FAQs) and privacy of shared information 
(Wolfinbarger and Gilly, 2003). Information should be presented in an accurate, concise 
and timely manner (Madu and Madu, 2002). Full and clear information on the features 
of the products/services should be offered, as well as information on how to make the 
purchase. The website should be regularly updated (Cristobal et al, 2007). It is the 
“delivery quality” (Fassnacht and Koese, 2006): the customer-web site interaction 
during service usage. It includes aspects that are relevant to the customer when looking 
for information, selecting from available options or carrying out a transaction.  
The informative/interactive website of any business organisation should have the 
following attributes (Semeijn et al, 2005): 
 Useful information about the business organisation. 
 Quality/details of services/products. 
 Useful information after-sales.  
3.4.14 Customer service/Service recovery 
Customer service is the ease of contact with customer service staff, the empathy to 
customers‟ problems and follow-up services available to customers (Liu and Arnett, 
2000). This should be by e-mail as responses are prompt, communications seem 
personal and it is easy to obtain information about delays (Frances, 2007). 
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In the physical product context, clear mechanisms to handle returns should be presented 
on the website by providing online guarantees such as compensation in terms of 
receiving refunds, returning shipping and handling costs. In the e-service context, to 
have an effective recovery determinant there should be the ability to provide appropriate 
information to customers when a problem occurs and they should be able to 
contact/speak to a live customer service agent (Parasuraman et al, 2005). In other words, 
service recovery or “serviceability”, as coined by (Madu and Madu, 2002), deals with 
how easy it is to fix problems that arise from customers. It is how well assurance 
conflicts and complaints that arise from customers are resolved, such as receiving any 
charging money back.  
3.4.15 Storage capability 
Storage capability is the extent to which the website can retrieve information when 
needed (Madu and Madu, 2002) which depends on the capacity of the servers of the 
website of that organisation. For example, online bank users may need access to 
download their transaction information for a period of one month or more. 
3.5 Summary  
Scholars have argued that e-service quality might be the most important cornerstone for 
long term success in implementation of e-service strategy in any business organization 
(Santos, 2003; Voss, 2003; Madu and Madu, 2002; Ibrahim et al, 2006).  
Zeithaml et al (2002) compared SERVQUAL and e-SERVQUAL dimensions and 
claimed that some of the SERVQUAL dimensions apply to e-service, but there are 
additional dimensions in e-service that relate specifically to the technology. Zeithmal et 
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al (2002) migrated the following determinants: efficiency, fulfilment, reliability and 
privacy, from the Service Quality (SQ) scale to the e-Service Quality (e-SQ) scale. 
Most tools for measuring e-service quality concentrate solely on the user interface (the 
quality of the website of the business organisation), and are generated from: 
 Different contexts such as shopping, banking, etc. 
 Different disciplines such as IT/IS, Marketing, Operations, etc. 
 Different perspectives: customer perspective, service provider perspective or 
both. 
The following narration sheds light on the contributions of the literature: 
Aladwani and Palvia (2002) built their own models of e-service quality based on user 
interface quality. The items of the scale are: security, ease of navigation, search 
facilities, availability, valid links, personalization/customization, speed of page loading, 
interactivity, ease of accessing the site, usefulness, completeness, clarity, conciseness, 
accuracy, finding contact information, finding firm general information, finding 
products/services details, finding customers‟ policies (e.g. dispute policies), finding 
customer support, attractiveness, organization, proper use of fonts, proper use of colours 
and proper use of multimedia. Aladwani and Palvia (2002) developed their instrument 
for measuring user-perceived web quality in the following contexts: banks, bookshops, 
car manufacturers and electronics retailers. 
Loiacono et al (2002) developed WebQual that specifically focuses on the user interface 
of e-commerce sites. Another scale that measures the website interface is SITEQUAL 
(Yoo and Donthu, 2001). Liu and Arnett (2000) highlighted information systems (IS) 
and marketing literature only, and they proposed four critical factors to have a 
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successful website in an e-commerce context. Barnes and Vidgen (2002) developed the 
WebQual 4.0 instrument which is used for assessing e-government offerings. 
Frances (2007) developed the PIRQUAL model. The main objective of PIRQUAL was 
to examine Internet Retail Quality (IRQ) with a view to determine whether quality 
dimensions are stable across fulfilment product categories of internet retailing. 
PIRQUAL was examined through the following contexts: 
 Offline-goods such as groceries. 
 Off-line services such as booking a ticket. 
 Electronic-goods such as download software. 
 Electronic services such as banking. 
The PIRQUAL model has the following five dimensions: 
1) Website: Ease of navigation, speed of navigation, clear description of products 
and visual appeal of website. 
2) Transaction system: Clear instructions for placing order, easy to place an order, 
transaction system works correctly and confirmation of order provided.  
3) Delivery: On-time delivery, correct products delivered the first time and 
products arrive in good condition.  
4) Customer service: Easy to contact customer service staff, e-mail responses are 
prompt, communications seem personal, easy to fix problems that arise and easy 
to obtain information about delays.  
5) Security: Security information is explained clearly, credit card safety is 
guaranteed, personal details kept private and intended use of personal details is 
explained.  
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Cox and Dale (2001) proposed the following dimensions in an online shopping context: 
accessibility, communication, credibility, understanding, appearance and availability. 
Chen and Chang (2003) identified three components in the online shopping experience: 
 Interactivity (quality of connection, web site design) 
 Transaction (value, convenience, assurance, entertainment, evaluation) 
 Fulfilment (order processing, delivery, post-sales service)  
Rowley (2006) suggested the following dimensions of customer experience of e-
service: site features, security, communication, reliability, customer support, 
responsiveness, information, accessibility, delivery and personalization. 
Fassnacht and Koese (2006) developed an approach that avoids the conceptual overlaps 
which mix up electronic service elements with people based service elements. They 
tested the model in three different contexts in Germany: 
o Pure service offer (creation and maintenance of personal home pages) 
o Content offer (sports coverage service) 
o Shopping context (physical items) 
In their frame work three dimensions of e-service quality have to be considered: 
 Service environment  
 Delivery quality  
 Outcome quality 
Bauer et al (2006) developed a transaction process-based scale for measuring service 
quality, eTransQual. Many efforts have been made to measure the quality perceived in 
e-service distribution. Parasuraman et al (2005) in their work on E-S-QUAL/Rec-
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QUAL proposed seven dimensions that form a „core and recover service scale‟. This 
scale focused on websites that sold physical products. Pure-service sites such as those 
offering financial or information services were beyond their scope. Moreover, they 
suggested that customer service comes into play when a customer problem occurs after 
the online transaction is made. Conversely, online customers might sometimes need pre-
purchase customer service. The E-S-Qual model (Parasuraman et al, 2005) shows 
promise, but provides little in the way of guidelines for determining how to design 
“diagnostic” and problem solving types of interactions (Chase and Apte, 2007).  
Part of the literature restricted the work to the customer‟s perspective only. 
Wolfinbarger and Gilly (2003) developed a measure of eTailQ that includes attributes 
that contribute to having satisfied customers and a high quality online shopping 
experience. This online measure is interested in the entire purchase experience, not just 
the interaction with the website. However, they restricted participants to those who 
purchased products rather than services and received packages rather than downloading 
products over the internet. Madu and Madu (2002) did not consider the service provider 
perspective whilst identifying both the positive and the negative elements that affect the 
perceptions of customers of virtual operations. Long and McMellon (2004) analyzed 
consumers‟ comments about their online shopping and service experience and then used 
these newly developed items to create a measure of service quality appropriate for 
online transaction. 
Moreover, a study conducted by Kolodinsky et al (2004) examined the continuum of 
customers‟ adoption of three different e-banking channels in USA: automatic bill 
payment, phone banking and PC banking. It focused on how socioeconomic and 
demographic characteristics and consumer perceptions of the relative advantage, 
compatibility, complexity/simplicity, „trialability‟, „observabality‟, risk and product 
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involvement affect adoption. Their findings showed that e-banking technologies cannot 
be aggregated into a single category and thus a “one size fits all” approach will not work 
across various e-banking products and services. Lastly, Cristobal et al (2007) proposed 
a scale called Perceived e-Service Quality (PeSQ). They analysed the factors that can 
fully explain the aspects that largely determine consumer loyalty through e-service 
channels. 
However, Internet customer loyalty is difficult to achieve as it is costly and requires a 
quality service that satisfies the customer (Madu and Madu, 2002). Online customers 
expect at least the same, or even higher, levels of service quality as do offline 
customers. This was supported in the e-commerce operating environment by Cox and 
Dale (2001) who argued that there is a need to gain a better understanding of customer 
evaluations of e-service and to identify suitable determinants of this e-service. This is 
because the customer will not evaluate each sub-process in detail during his/her visit to 
a website, but will perceive the service as an overall process and outcome, unless one of 
the service dimensions “stands out as positive or negative” (Van Riel et al 2001, P.363). 
Moreover, customers online can do comparisons among service providers more easily 
than offline. By just one or more click the customer can visit the websites of 
competitors and do the required search for the interested services. This is can be applied 
to the Internet e-service channel, and there are some common factors between this and 
the other two: the mobile phone and the call centre/IVR, in the banking context. The 
main determinants in both the mobile phone and the call centre/IVR e-service channels 
are the services that are performed through these two channels, and not all banking 
services can be conducted through these two specific channels. Therefore, compatible 
services using these e-service channels should be identified. 
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However, the operationalization of the attributes of the determinants might, to some 
extent, depend on the area of investigation. In this research project, the area of 
investigation is the banking context. 
All in all, some questions come to mind: Can all the determinants in different contexts 
be applied to the banking context? Does the banking context have its own privacy and, 
therefore, it has some other determinants? It is important to do some investigation in 
this regard. The next section is to seek the e-service determinants in the banking 
context. 
3.6 E-service determinants in the banking context  
The financial sector is one of the main sectors in the business field. Focussing on 
developing e-service models/approaches in the banking context is crucial to the 
relationship between the service providers and their customers. Moreover, providing a 
quality service through e-banking is viewed as a key strategic factor in establishing 
competitive advantage.   
Investigating the importance of trust, quality of the web site, quality of the service and 
overall satisfaction of the customers through internet banking are quite vital (Floh and 
Treiblmaier, 2006). However, not all banking services can be undertaken on-line; 
complicated banking products, such as mortgage products or brokerage advice, have 
less potential for standardization and are delivered by professional encounters in a face-
to-face manner (Boyer et al, 2002).  
Maenpaa (2006), by clustering customers in Finland on the basis of their perceptions of 
the Internet Banking Services (IBS), proposed the following dimensions of IBS: 
 Convenience: saving time and increasing service efficiency. 
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 Security/reliability: banking transactions can be completed confidentiality and 
safely from the customer perspective.  
 Status: if using IBS will affect positively customer social status and “self-
concept”. 
 Auxiliary features: refers to attributes that improve the usability and interactivity 
of IBS. 
 Personal finances: features that are useful when managing personal accounts and 
conducting online transactions. 
 Investments attributes: such as availability of investment information and 
personal purchase recommendations on the bank‟s website. 
 Exploration: refers to “exploratory information seeking”, such as joining virtual 
discussion groups in order to exchange opinions about banking issues with other 
customers. 
Waite (2006) measures the following five dimensions of Internet banking systems 
quality: 
 Access: quick to download. 
 Usability: easy to use. 
 Navigation: having a search engine. 
 Aesthetics: having moving graphics. 
 Security: in terms of security protection, by obtaining a requirement that 
supplies personal details. 
Ibrahim et al (2006) explored service quality in the UK within forms of electronic 
banking services such as ATMs, phones and websites. They identified the following 
dimensions of e-service quality: 
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1) Convenient/accurate operations. 
2) Accessibility and reliability. 
3) Good queue management. 
4) Service personalisation. 
5) Friendly and responsive customer service provision. 
6) Targeted customer service provision. 
Different measurement criterion is required for a variety of concepts, including 
customer satisfaction, which stem from service quality. The key factors for satisfaction 
in the UK financial sector in relation to e-banking were researched by Mathew et al 
(2005). They argued that higher quality e-service leads to increased opportunities for 
cross-selling and development of existing customer relationships. Customization then 
may result in increased sales and enhanced corporate image, all of which lowers the cost 
of sales and leads to increased profits. The main determinants under their study are: 
 Reliable and accurate banking service: performing all transactions accurately 
and 24/7; ease of use; ATMs conveniently located; process transactions 
efficiently; satisfy feedback services; and complaints dealt with within 24 hours. 
 Customer service: provide a customer friendly environment whilst waiting in the 
queue to be served, such as music; provide additional options for some 
customers with non-English speaking backgrounds; assist sight or hearing 
impaired customers; and help for elderly customers.  
 Personalized service: acknowledge and greet the customer by name on the 
screen during the transaction.  
 Accurate records: provide accurate records of all transactions that have taken 
place.  
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To explore the determinants of users‟ adoption and the momentum of e-banking in 
Malaysia, ten attributes were tested by Poon (2008), namely; convenience of usage;  
accessibility; features availability; bank management and image; security; privacy; 
design; content; speed; and fees and charges. 
All in all, this narration does not terminate here. These are exemplars of some 
contributors and their contributions in e-service quality in different contexts. The result 
is the identification of the determinants of e-service quality that are listed in table 3-1.  
The scholars who contribute to the e-quality determinants are listed in table 3-2 and 
their contributions are presented in table 3-3. Any scholars who have mentioned one or 
more attribute of any determinant is considered as a contributor. However, the attributes 
should be refined and processed to be compatible with the banking context. This is 
explained in the methodology chapter (chapter-4). 
3.7 E-services through the banks in UK and Jordan 
Internet Banking keeps the customer in touch with his/her account/s whenever the 
customer likes to do so. It is a fast, convenient and easy to use method of accessing e-
services every day. Through searching the websites of the following banks, Lloyds 
Bank, Barclays Bank and HSBC in the UK and banks in Jordan, such as Arab Bank, 
Jordan Bank and Kuwait Jordan Bank, the most common services that are provided are 
the following: 
Search statements 
 The customer can search the statements by date, amount or payment type.  
 View transactions back to a certain period of time (from two to eight years).  
 Download statements into a spreadsheet or financial software packages. 
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Real time balances 
 The customer can check up-to-the-minute the balance of his/her account/s,      
transactions and track purchases made online.  
 The customer can keep on top of the money going in and out of his/her 
account/s. 
Manage Direct Debits and standing orders 
 The customer can set up, change or cancel standing orders.  
 The customer can view and cancel most direct debits. 
Move money and pay bills 
 The customer can move money between his/her accounts instantly.  
 The customer can pay bills and move money to friends and family fast. 
Manage bills online  
 The customer can receive his/her bills online.  
 The customer can get email alerts when new bills arrive.  
 The customer can make bill payments whenever he/she wants to. 
Stop paper statements 
 The customer can choose not to receive paper statements.  
 The customer can order free copy paper statements whenever he/she needs to. 
Manage all the accounts 
 The customer can view all his/her account/s which includes most credit cards, 
savings and loan balances.  
 The customer can apply to increase his/her credit card limit, add additional 
cardholders or payment protection. 
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Apply for products quickly and easily 
 The customer can apply for a new or increased overdraft.  
 The customer can apply for a credit card.  
 The customer can upgrade his/her current account.  
 The customer can open online savings accounts. 
Register for free Mobile Banking 
 The customer can include a range of text message services and mobile banking 
applications which the customer can download to his/her phone.  
 The customer can order cheque book via text message. 
Order foreign currency and travellers cheques 
 The customer can order travel money online, and pay no commission. 
Ask for assistant 
 The customer can ask for assistance by calling the helpdesk if he/she gets stuck. 
 The customer can view demos to learn more or visit the FAQs  page for more 
information.   
To recap, one measure scale of service or e-service quality cannot be applied in the 
banking context when measuring and managing e-service quality, except the dimension 
of “security”. Security is the only determinant in which the criteria were identical across 
all contexts of investigation, different perspectives and various disciplines. This 
research project has tailored its own attributes/services to be examined in the banking 
context in order to assess the e-banking strategy. 
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3.8 Conclusion 
This work integrates all the e-services provided by certain banks in the UK and Jordan 
with the attributes of the determinants of service and e-service quality which are 
extracted from the extant literature, in order to be investigated. This research project 
contributes to the literature by this comprehensive integration. 
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Web site structure  Its functions and contents.  
 The clarity and readability of texts. 
Speed of searching  The speed for searching the items that looking for.  
 Move around the website. 
Ease of navigation  Availability of the web site.  
 Time required loading the web site.  
 Easy access to all services.  
 Pages download quickly.  
 Web-site user friendly; easy searching and navigation. 
Control ability The ability of the users to control what they are doing, where 
they are at any given time 
Search capability Exist of search engine. 
Linking other websites The ability to get to link to other web sites that related to the 
issues of the user interest 
Aesthetics  The accurate, complete, clear, and concise 
information attractively displayed and updating 
regularly.  
 The layout and the colour combinations.  
 The type and size of fonts.  
 The animation and the sound effects.  
 Visual appeal of the web site.   
Storage capability Easy in retrieving information about products/services, and 
customers, when needed 
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Language The web site offers more than one language to choose. 
P/S features  Product/Service features: 
 Presenting correctly the features of the 
product/service 
 Full information on product features and services 
offered 
 Breadth and depth of product/service range 
Enjoyment  Fun of using the web site 
 Excitement when shopping online 
 Entertainment provided by the web site 
Innovativeness Surprise element associated with the web site, including its 
creativity and uniqueness 
Substitutability Effectiveness of web site interaction compared to other 
means, such as physical stores 
Information about the 
firm 
In terms of contacts, goals, etc. 
Fulfilment  Doing what promised with a certain time 
 Performing the service properly first time 
 Delivery period is at time agreed on 
S.  recovery Service recovery: 
 Dealing with the complaints of the customer rapidly 
and effectively 
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 Providing the customers with a tailor-made service 
 
Responsiveness  Easy to get in touch.  
 Interested in feedback. 
 Reply quickly to requests. 
Customisation  Interested in personal needs.  
 Payment delivery methods, adapted to personal needs. 
Security awareness Customer awareness of security elements incorporated 
Instructions for placing order 
Confidentiality Confidentiality of customer personal details. 
Trust worthiness Trustworthiness in one‟s transaction: 
 Clear information on how to make a purchase 
 Reliability in one‟s transaction is transmitted 
 Confirmation; once the purchase has been made, that 
the operation has been carried out satisfactory 
 Credit card safety is guaranteed 
 Time required to complete subsequent transactions 
Modify/defer  The option to modify and/or defer at any time, 
without commitments the purchasing process 
 Cancellation 
Availability  Contains information or product availability when 
purchasing 
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 Prompt access to services 
Reliability Reliability on line: 
 The delivery of the product in good condition.  
 On time. 
 Exactly as it was displayed on the web site 
Web site policies Web site policies: 
 Clearly explaining the policies of the web site, in 
terms of charging fees, etc. 
 Receiving money back and returning shipping and 
handling cost 
 Intended use of personal details is explained 
 Balancing of the web strategy with the overall 
business process 
 Good queue management 
Empathy Through the e-mail communications by providing 
individualized attention to customer concerns and requests 
that arouses positive feelings rather than a generic auto reply  
 
Table 3-1 Summary of the determinants of e-quality and their attributes 
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1 Semeijn et al (2005) 
2 Madu and Madu (2002) 
3 Van Reil (2001) 
4 Fassnacht and Koese (2006) 
5 Cristobal et al (2007) 
6 Bauer et al (2006) 
7 Frances (2007) 
8 Voss (2003) 
9 Loiacono et al (2002) 
10 Barnes and Vidgen (2002) 
11 Aladwani and Palvia (2002) 
12 Yoo and Donthu (2001) 
13 Liu and Arnett (2000) 
14 Wolfinbarger and Gilly (2003) 
15 Parasuraman et al (2005) 
16 Chen and Chang (2003) 
17 White and Nteli (2004) 
18 Rowley (2006) 
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19  Cox and Dale (2001) 
20 Waite (2006) 
21 Ibrahim et al (2006) 
 
Table 3-2 The scholars who contributed in building the e-service quality determinants 
 
 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 
Web site 
structure 
 x x x  x  x x x x  x  x x x x x x x 
Speed of 
searching 
     x x  x   x  x        
Ease of 
navigation 
x x x x x x x x x x x  x x x x x x x x x 
Control ability                      
Search 
capability 
 x       x           x  
Linking other 
websites 
 x x   x  x     x   x      
Aesthetics x x  x x x x x x x x x x   x x x x x x 
Storage 
capability 
 x      x              
Language   x                   
P/S features    x x x x    x  x x        
Enjoyment      x  x x    x   x      
Innovativeness         x             
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Substitutability         x             
Information 
about the firm 
          x  x         
Fulfilment    x x x x x  x  x   x x     x 
S.  recovery  x   x  x      x  x x  x   x 
Responsiveness x x x x x x x x x x x x x x x  x x x  x 
Customisation x x x  x x  x  x x  x x    x   x 
S. awareness     x x x         x x x  x x 
Confidentiality x x x x x x x x x x x x x x  x x x  x x 
Trust 
worthiness 
 x x x x x x x x x x x x x  x x x  x x 
Modify/defer  x  x x x                
Availability    x x x x        x    x   
Reliability   x x x x x  x    x    x x x   
Web site 
policies 
 x    x x  x    x  x      x 
Empathy  x  x   x      x         
 
Table 3-3  Represents the contributions of each scholar/s of e-service quality determinants 
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Chapter Four 
Research Methodology Design 
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Methodology 
 
The main and critical element to take under consideration is to use one 
type of methodology but there is another one which is really more 
appropriate. Thus, multiple strategies can be used in any given study to 
overcome this crucial element. 
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4.0 Introduction 
The supreme goal for any bank in the bank sector is to develop different types of 
services, within the availability of the resources, through different channels to satisfy 
market requirements. This will reflect customer needs for that specific bank and applies 
to both on-line and off-line services. In terms of quality, one way for judging how the 
service process performs is to understand the distinction between the „market 
requirements quality‟ and the „operations resources quality‟ (Slack and Lewis, 2002). 
This technique has been used in a manufacturing context. The achievement of a match 
between manufacturing and marketing determines how the company will compete 
amongst the rivals (Platts and Gregory, 1990). The „gap-based‟ methodology is going to 
be employed for driving improvement. In this work the gap is between the customer 
perspective and the service provider perspective. The customer rates the importance of 
specific attributes/services and these attributes/services are prioritised according to 
certain criteria from the service provider. In other words, the view of what is important 
and the way in which the operations actually perform or will perform. The procedure 
shows up the gaps which the operations strategy must address. However, research in e-
service is a conglomerate multidisciplinary field, which includes particular research 
styles and uses different methods. Different methodologies can be employed to cover all 
the domains of knowledge essential for such studies. Therefore, the research 
methodology which will be used in this research project should take into consideration 
all the circumstances that surround this work. 
This chapter highlights the philosophical paradigms that might be employed to meet the 
aim and objectives of this research project.  
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4.1 Aim and Objectives 
An appropriate methodology should be built to meet the aim and objectives of this 
work.     
Aim: 
This research project aims to assess the current e-service operations strategy in the bank 
sector in Jordan. The final outcome of the project will be a principle to help the decision 
makers in the banks in developing economies similar to Jordan to develop the most 
appropriate strategies for implementing e-banking.  
Objectives: 
There are three the main objectives in this research project: 
1) To identify the determinants of e-service operations from the perspectives of the 
service provider and the customer 
2) To investigate the customer and service provider perspectives through the 
determinants of the e-service operations 
3) To conceptualise the operational level changes required to align the service 
provider‟s e-service capabilities with the expectations of their customers, so that 
the tensions between the requirements of the bank and the customer are 
minimised   
To decide which methodology or mix of methodologies could be appropriate for this 
research project, the next section has an overview of the candidate philosophical aspects 
for this purpose. 
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4.2 Philosophical aspect 
Research philosophy refers to the way that the researcher thinks about the development 
of knowledge (Saunders et al, 2003). 
There are two extreme paradigms in the social science methodologies; positivism 
paradigm (deductive approach) which represent the reality as concrete structure, and 
phenomenology paradigm (inductive approach) which present the reality as projection 
of the human imagination (figure 4-1). The range of the social sciences methodologies 
is located between these two extremes.  
         Positivist                                                     Phenomenologist 
Approach to Social Sciences 
 
 
Reality as a 
concrete 
structure 
Reality as a 
concrete 
process 
Reality as a 
contextual 
field of 
information 
Reality as a 
realm of 
symbolic 
discourse 
Reality as a 
social 
construction 
Reality as a 
projection of 
human 
imagination 
         Figure 4-1  Continuum of methodologies 
Source: Adapted from Hussey and Hussey (1997, P.51) 
Clarifying the philosophical aspect of the academic research will support the researcher 
to choose the data collection methods, the data analysis techniques and so on. It has the 
power for simplifying the research designs, understanding the limitations of certain 
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approaches and provides a means to adapt research designs to different knowledge 
domains (Easterby-Smith et al, 2002). 
However, Hussey and Hussey (1997) argue that the positivistic approach is considered 
to be traditional, quantitative or empiricist „scientific‟, whilst the phenomenological 
approach can be considered as post-positivistic, subjective or qualitative. 
The paradigm of this work is constructed on more than one philosophical aspect. This is 
because the combination of more than one philosophy would maximise the strengths 
and minimise the weaknesses for each individual approach. Most researchers at 
business schools adopted the positivism approach solely (Goles and Hirschheim, 2000). 
However, “positivist methods are usually less time consuming (Walsham, 1995) (in 
Dobson, 2001, p. 205)” and match the limitation of time and resources of this research 
project. On the other hand, part of this work is interested in people‟s perception of 
“object reality” where the primary concern is with the accurate representation of the 
perceptions of individuals exposed to the “phenomenon” (Craighead and Meredith, 
2008). The “phenomenon” in this work is the attributes/services performed or those 
which should be performed through different e-banking channels.  
Research in operations management (OM) has changed dramatically over the years and 
has become more interpretive and observation-based (Craighead and Meredith, 2008). 
Overall, there is no specific rule for selecting the approach/research methodology, but 
there is a classification for providing guidance in selecting the appropriate research 
methodology proposed by Galliers (1992). He suggested that “by selecting the object of 
the research (society, group, individual) or the purpose of the research (theory testing, 
theory building, or theory extension), one can get a feeling for which research approach 
would be most suited for his/her specific work (in Dobson, 2001 p.208)”. 
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As a result the researcher has tailored a methodology to meet the research objectives 
and encompasses the aim of this work. This methodology reflects the view of the 
authors who work in the research methodology discipline, such as (Barnes, 2001), 
which states that „theories cannot be true or false, only more or less useful‟. 
The next section highlights the research methodologies that are generally used for doing 
research in the real world. 
4.3 Research Methodologies 
There is consensus among scholars (Gray, 2004; Robson, 1993; De Vaus, 2002) that 
there are three types of methodologies that are generally used for doing a research in the 
real world: 
 Experimentation 
 Survey 
 Case study 
 Each methodology can be used in one of the following types of research (Gray, 2004): 
o Exploratory studies: to explore what is happening and to ask questions about it 
o Descriptive studies: to provide a picture of a phenomenon as it naturally occurs 
o Explanatory studies: to emphasis the discovery of causal relationships between 
variables 
4.3.1 Experimentation 
Experimentation is a research strategy that involves: 
 Assign the subjects to different conditions. 
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 Manipulation of one or more variables (called „independent variables‟) by the 
experimenter. 
 The measurement of the effects of this manipulation on one or more other 
variables (called „dependent variables‟) whilst all the other variables are 
controlled (Robson, 1993). 
Experimentation is an extremely “focused study”, therefore the researcher needs to 
know what to do before applying or using it. The independent and dependent variables 
have to be selected with extreme care. However, a major problem in making 
experiments in the “real world” is that the researcher often does not know enough about 
the phenomenon under research (Robson, 1993). In the real world of social and business 
contexts, it is not possible to conduct “truly experimental research” because it is not 
easy to find experimental and control groups that are matched in terms of key variables 
(such as age, gender, income, etc.) (Gray, 2004). Scholars argue to what extent can the 
researcher in business or any other disciplines like sociology use society/business 
organisation as the chemist works with his/her chemicals? How can he/she possibly 
manipulate or control individuals or groups as the physical scientist controls the objects 
in the experiment? It seems that experimentation is not appropriate for investigation of 
such a “multi-faceted phenomenon” (Philips, 1976) as the operations process. It would 
be possible to manipulate one variable to observe the impact on another, but it would be 
impossible to control for all other possible variables (Barnes, 2001). It is acceptable to 
conduct experiment research methodology in the nature sciences more than in business 
contexts. 
 
 
103 
 
4.3.2 Case study 
Case study is one of several ways of doing social science research. “A case study is an 
empirical inquiry that investigates a contemporary phenomenon within its life context, 
especially when the boundaries between phenomenon and context are not clearly 
evident” (Yin 2003, P.13). The case study methodology is appropriate when “how” or 
“why” questions are being posed (Yates, 2004). It has been a common research 
methodology in many disciplines such as sociology, political science and business. The 
case study allows the researcher to keep hold of the holistic and meaningful 
characteristics of real-life events, such as organizational and managerial processes (Yin, 
2003).  Moreover, case study methods involve an in-depth, longitudinal examination of 
a single instance or event: a case. These methods provide a systematic way of looking at 
events, collecting data, analyzing information, and reporting the results (Flyvbjerg, 
2006). Overall, the researcher may gain a sharpened understanding of why the instance 
happened as it did. 
Any research methodology has its own limitations and the case study methodology is 
not an exception. There are some threats that need to be considered before deciding to 
use the case study as a research methodology: 
1) The construct validity is problematic, because collecting the data is more 
subjective than objective and usually the researcher/investigator fails to develop 
“a sufficiently operational set of measures” (Yin 2003, P.35).  
2) The internal validity will be affected because the event cannot be directly 
observed.  
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3) The external validity will be affected because the case study offers a poor basis 
for generalizing.  
4) The fourth threat is to overcome the reliability problem. 
5) Finally, the availability of “someone” who can audit the work. 
In brief, the barriers for having a good case study can be overcome, but there is no 
approach to test the ability of the researcher to do so (Yin, 2003). Although, this 
research project is considered as „case study‟ for assessing the e-banking strategies in 
the bank sector in Jordan as a developing country, the case study methodology is not 
compatible with the nature of this research project.  
4.3.3 Survey 
Survey is one of the most popular methodologies and widely used in the business and 
commercial contexts (Gray, 2004). The point of the survey when designed is measuring 
awareness, knowledge, behaviour, and opinions, (Nueman, 2003). In other words, the 
collection of data in standardized form from a relatively large number of individuals and 
the selection of samples of individuals from known populations are the central features 
of the survey strategy, (Robson, 1993). 
Surveys fall into two categories depending upon the size of the sample, (De Vaus, 
2002): 
 Analytical surveys: take many of the features of experimental, deductive 
research, emphasis on reliability of data, sample size and statistical control of 
variables, etc. 
105 
 
 Descriptive surveys: tend to use an inductive approach, designed to measure 
what occurred, rather than why.  
The literature shows the following criticisms on the survey method: 
o Surveys are too statistical (De Vaus, 2002). 
o It is not easy to limit the number of variables to be analyzed (Yin, 2003). 
o It is problematic to have the right number of respondents (Yin, 2003). 
o The internal validity of the research will be affected: if the questions are not 
clear enough or ambiguous, then invalid information about the respondents will 
be generated, (Robson, 1993). 
o An external validity problem: if the sample is faulty (not representative to the 
whole population), the researcher cannot generalize the outcomes of the 
research. 
On the other hand the survey method has its own advocates: 
 By presenting all respondents with the same standardized questions, carefully 
worded after piloting, it is possible to obtain high reliability of response 
(Robson, 1993). 
 The survey methodology will be an appropriate technique within the limitation 
of time and resources. 
However, survey research is one method of collecting, organising and analysing data, 
and the relevant data can be collected by a variety of research techniques, (De Vaus, 
2002). 
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In brief, each methodology can be used for all three purposes – exploratory, descriptive, 
or explanatory. Multiple strategies can be used in any given study, such as a survey 
within a case study or a case study within a survey. There are overlaps among them. The 
main and crucial element to take into consideration is to use one type of methodology 
where in reality there could be another which is more appropriate. 
There are rational reasons behind the survey methodology to be adopted in this research 
project: 
 Survey methodology is a cross-sectional study using a „snapshot‟ approach 
where the data are collected at one point in time, (Gray, 2004). This study is a 
“snapshot” of a one selected year: the assessment year of the e-banking strategy.  
 This work has limitation of time and resources, and the survey methodology is 
appropriate for this type of research project. 
4.4 Methods for achieving research‟s objectives  
4.4.1 First objective 
The first objective is to identify the determinants of e-service operations from the 
perspectives of the service provider and the customer 
This objective has been achieved by searching e-service operations literature across all 
relevant disciplines, such as operations management, marketing, information technology 
(IT), service management, amongst others. Moreover, the researcher investigated the e-
services that banks in both Jordan and UK are providing to their customers through 
different e-banking channels. However, the determinants might be “attributes” as the 
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characteristics of the website of the bank, as an example, or the services that the banks 
are providing to their customers through the e-banking channels. 
The outcome of this thorough literature review is a crude set of determinants of e-
service operations. This set of determinants should be processed and refined, in terms of 
connotation and deletion of the irrelevant determinants. Connotation is using more than 
one word or phrase to express the same meaning, such as aesthetics and visual appeal. 
The irrelevant determinants are the determinants that are not included in this work such 
as the determinants of the e-services operations through the ATM. This refining process 
has been achieved by discussing these crude determinants with other colleagues who are 
interested in operations management, e-services, e-commerce and e-marketing. The 
researcher invited his colleagues to participate in a focus group session. The researcher 
was the facilitator of this focus group. The researcher explained the aim and objectives 
of this work, and then asked the participants to discuss these determinants according to 
the aim and objectives. The researcher recorded the themes of the meeting on a tape 
recorder and wrote down some comments about the discussion. The researcher probed 
some questions during the discussion in order to check that all the participants were on 
the right track. The focus group was conducted for two hours.  
The outcome of this discussion is a table which has three sets of determinants: 
1) The first set is the recommended set to be the e-service determinants under study 
in this work. 
2) The connotation set of e-service determinants. 
3) The deletion set of irrelevant e-service determinants. 
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The researcher subsequently arranged a meeting with the supervision team to discuss 
and confirm the outcomes of the focus group. 
 In that meeting session, the researcher participated in the discussion as a member of the 
group. Rational amendments were done on some of the determinants in the three sets. 
For example, there were duplications of some determinants in the first set, so the 
duplicated ones were deleted. Also, some of the characteristics of the ATM which were 
deleted could be applied as characteristics of the website, such as the speed for 
searching the items that are looked for. In addition, the ease of navigation of the website 
was considered as a connotation of the usability concept in the focus group session, but 
in the meeting session with the supervision team, the usability had a comprehensive 
meaning more than just the easy navigation of the website. Therefore, the ease of 
navigation was considered as one attribute of the usability concept and not as a 
connotation of the usability. As a result, there was consensus upon a set of the key 
determinants of e-service operations. This set was labelled as the attributes/services set. 
This set of attributes/services are categorised into three main compartments: 
 
I. The first compartment: A set of attributes/services belonging to the Internet 
banking channel. This set has three groups: 
a) W-group: this group has a set of attributes/services which is concerned 
with the information displayed on the website of the bank. It‟s called 
static/informative website. 
b) O-group: this group has a set of attributes/services which is concerned 
with the efficiency of the back office operations of the bank. It‟s called 
dynamic/ interactive website. 
109 
 
c) N-group: this group has a set of attributes/services which is concerned 
with the Internet banking system, in terms of the ability of the customer 
to do transactions on his/her accounts through the Internet. 
II. The second compartment: A set of attributes/services belonging to the mobile 
phone banking channel. This set has two groups: 
a) H-group: this group has a set of attributes/services which is concerned 
with the Mobile phone banking channel in terms of push SMS messages, 
where push SMS message means that the bank is sending a message 
through the customer‟ mobile phone informing him/her about a specific 
action which has been done on  his/here account/s. 
b) L-group: this group has a set of attributes/services which is concerned 
with the Mobile phone banking channel in terms of pull SMS messages 
where pull SMS message means that the customer is sending a message 
through a mobile phone activating the database of the bank to do specific 
action on  his/here account/s. 
III. The last compartment: A set of attributes/services belonging to the telephone 
banking channel in terms of call centre or IVR (Integrated Voice Response).This 
compartment has just one group of attributes/services called P-group. 
 
The researcher then had another meeting session with the supervision team to confirm 
this categorisation. The researcher and the supervision team discussed the following 
issues: 
 The e-banking channels under study 
 The groups of each e-banking channel 
 The attributes/services belonging to each group 
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As a result, the categorisation of the attributes/services into the e-banking channels was 
approved by the supervision team. The first objective has been accomplished. This 
achievement will be the base line for reaching the rest of the objectives. 
 
4.4.2 Second objective 
The second objective is to investigate the customer and service provider perspectives 
through the determinants of the e-service operations 
This objective has two folds: 
The first fold is to investigate the customer perspective through the determinants of 
the e-service operations in the banking sector in Jordan. The main elements for this 
investigation are: 
1) The demographic profile and technology readiness of the respondents of the 
bank‟s customers. 
2) Rating the importance of the determinants (obtained from the first objective) of 
e-service operations within the banking context. 
The researcher proposes more than one method to collect data from the bank customers 
in order to achieve the second objective. 
The proposed methods are: 
 Conducting focus group sessions: 
The participants of the focus group sessions should be customers of the banks in 
the bank sector of Jordan. However, the participants of the focus group sessions 
may aim to please the facilitator of the focus group who asked them to 
participate in these focus group sessions rather than offering their own opinions 
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or evaluations (Rushkoff, 2005). Generally speaking, this could apply to 
Jordanian people, who are not familiar with this technique, except perhaps, 
highly educated people. In this case the sample of the participants in the focus 
group sessions will be biased toward more highly educated people and will 
therefore not be representative of the whole spectrum of the banks‟ customers. 
Moreover, selecting the participants in these focus group sessions will be 
subjective. Therefore their demographic characteristics cannot be generalized for 
the whole population of the bank‟s customers and this method is not appropriate. 
 Conducting semi-structured interviews: 
The respondents for these semi-structured interviews will be asked structured 
questions about their demographic characteristics and open ended questions 
about the importance of these attribute/services. The targeted population of the 
bank‟ customers are heterogeneous and huge. Therefore, this technique is time 
consuming, and is not appropriate to be adopted because the researcher has 
limited time for doing this research project. 
 Conducting survey in terms of a fully structured questionnaire: 
This technique is appropriate for a large and diverse population, which is the 
case in this research project. This survey research is a technique of gathering 
data and information by asking the respondents a set of “pre-formulated” 
questions in a “pre-determined sequence” in a structured questionnaire to a 
representative sample of the targeted population (Hutton, 1990). The aim of the 
questionnaire is to collate information that can be analyzed, patterns extracted 
and then doing the required comparisons to draw up conclusions (Hussey and 
Hussey, 1997). Also, this technique will assure the anonymity of the 
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respondents. The most important element is to select a representative sample for 
the targeted population. 
As a result, the fully structured questionnaire survey technique was adopted. However 
there are some restrictions to use this method. First, the sample should be selected to be 
representative for the targeted population. Second, the questionnaire should be well 
administrated to ensure face validity and content validity and this is achieved by 
piloting the questionnaire. 
Choosing this survey research, which will be applied in this research project, is 
compatible with the literature in operations management. This will be highlighted in the 
next section. 
4.4.2.1 Survey methodology in operations management  
Operations management has become a “functional” field of study (such as marketing, 
management information systems, etc.) within the management discipline in terms of an 
increase in both the number and the percentage of studies based on empirical research, 
more specifically, on survey research (Scudder and Hill, 1998). The logical reasons 
behind this are (Forza, 2002): 
 Minimising the gap between the theory of management and practice. 
 Increasing the usefulness of operations management research to practitioners. 
 Increasing the scientific recognition of the operations management discipline. 
The number of articles that used survey research started to be dominant from 1993, for 
example, by 1996 survey-based articles accounted for 60 % in operations management 
journals (Forza, 2002). In short, survey methodology was, and continues to be, widely 
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used among operations management researchers and practitioners. Some exemplars 
from the literature are presented in table 4-1. 
 
Author/s Contribution 
Wu et al (2006) Conducted an exploratory research to deliver eight core capabilities as a 
blueprint for sustaining a bank‟s ability to exploit e-banking. 
Curry and Penman 
(2004) 
Conducted survey research which is carried in Scotland, to elicit the views of 
personal bank customers and bank staff with respect to the use of different 
banking technologies. 
Ghosh et al (2004) They conducted a survey to assess the companies‟ perception and their 
priorities on a set of determinants.  
Surjadjaja et al 
(2003) 
They used the questionnaire to obtain data from 40 e-service providers in 
different contexts to determine and assessing 20 of the determinants of e-
service operations. 
Duffy and Dale 
(2002) 
Based on survey research; to identify ten processes which are critical to the 
success of e-commerce. 
 
Ahmad (2002) Conducting a survey research, to investigate the interaction between e-
service failure and service recovery, B-to-C perspective. 
Liu and Arnett 
(2000) 
Web and e-mail survey of 689 Webmasters of Fortune 1000 companies‟ 
Website 17.7 percent, (122) Webmasters responded. Domain of study is the 
website design. 
         Table 4-1 Survey research used in e-service operations from the extant literature  
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The second fold is to investigate the service provider perspective through the 
determinants of e-service operations in the banking sector in Jordan. This is done by 
prioritising the attributes/services of the e-service operations set (delivered from the first 
objective). The targeted population of the service provider is all the managers who are 
involved in the e-banking channels in the bank. The candidate managers are: operations 
manager, IT manager, marketing manager and the e-banking unit manger (if this unit is 
available in the bank). There are twelve banks in the bank sector which participated in 
this work. Therefore, each bank should prioritise this set of attributes/services. 
The researcher proposed the following methods, from which an appropriate one was 
chosen, in order to collect the data from the service provider: 
 Conducting focus group sessions: 
The researcher could conduct a focus group session in each bank which 
confirmed their participation in this research project. The members of the focus 
group are the set or subset of the candidate managers in each bank. They are 
highly educated and aware of the importance of the focus group in the academic 
research process. The main disadvantage of this method is that the managers 
might have no consensus on the priority of some attributes/services. Moreover, it 
might be that some of the managers promote their bank as one of the best banks 
in the bank sector in terms of delighting their customers and fulfilling their 
requirements. As a result, the researcher will not get significant prioritization for 
the attributes/services at the end of the session. The researcher expect that not all 
the candidate managers in the bank will accept to share in this focus group, 
because it is not straightforward for the whole candidate managers to leave their 
office work for at least two hours and participate in the focus group. Also, it is 
not easy to synchronize the time of the meeting for this number of managers in 
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the focus group, because they are involved in many other meetings and office 
work. The other alternative is to conduct more than one focus group sessions for 
the candidate managers in all banks who agreed to participate in this work. This 
suggestion is not a practical one. The same previous reasons might be applied in 
this case. Moreover, choosing the venue/s for this focus group sessions might 
not be acceptable for some managers and they may refuse to have these sessions 
being held in their banks during office hours. They might also refuse to 
participate in these sessions if these sessions are held outside working hours. As 
a result, these methods are not recommended to be used in this research project. 
 Conducting survey: 
A fully structured questionnaire is suggested to be distributed among the 
candidate managers by the researcher to be completed at their convenient time. 
After one week (as scheduled between the researcher and the respondents), the 
researcher will come back to collect the completed questionnaires. The main 
disadvantage in this method is that the mangers might not complete the 
questionnaires themselves, e.g. they might ask another employee in the bank to 
complete it who might be not be involved completely in this topic (i.e. aware of  
attributes/services through e-banking channels). As a result, this method was not 
adopted. 
 Conducting Interviews: 
The literature has a number of cases when researchers have used interviews with 
operations managers and other senior executives. For example, Platts and 
Gregory (1990) use interviews with managers to highlight the existing 
manufacturing strategies of their firms in order to have a comprehensive 
understanding of the operations strategy formation process. In this way the 
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researcher can obtain data on intended, emergent and realized strategy. Barnes 
(2001) argued that this will be appropriate for formulating future strategy rather 
than describing the existing strategy process. However, by using the method of 
interview, the researcher can obtain the required data to assess the current 
situation of the e-banking strategy, but which type of interviews is the most 
appropriate one for doing so? 
Types of interviews 
 Semi-structured interview: Semi-structured and open ended types of 
interviews will give the interviewees the chance to express themselves 
on their terms. On the other hand they will allow the interviewer to dig 
in-depth to reach the required target. The main disadvantage is that it 
provides large quantities of qualitative data to analyze. Analysing 
qualitative data causes some troubles (Barnes, 2001). High quality 
analysis of interview data is time consuming. In this work, there are 
specific numbers of attributes/services which are going to be prioritized, 
so this method is not an appropriate one for this type of research.  
 Fully structured interview: the researcher will interview the candidate 
manager/s in order to complete a fully structured questionnaire. Using 
multiple respondents also provides data triangulations. In this case, the 
researcher can assure that the targeted person is going to complete the 
questionnaire, not any other person who might not be fully aware of the 
topic of this research. If the respondent is not sure about the answer of 
any specific question, then, he/she may do the required communications 
with other colleagues to have the right answer, or to check the answer 
through documents such as the minutes of meetings or plan charts. By 
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using this method, the researcher will be sure that all the questions have 
been answered in a proper way. As a result, this method is a candidate 
method to be used in this work. 
 Documentations: Documentation has twofold sources: 
 Public domain, such as company annual reports, government reports, 
newspaper articles, etc. 
 Internal, such as minutes of meetings, plans. etc. 
The documentary methodology has the ability to trace organization activities 
over time, which is required whilst studying the operations strategy process 
(Barnes, 2001). Therefore, documentation might be an efficient and effective 
method if sufficient data sources exist and the researcher has access to these 
sources. This technique is not going to be used solely in this work, but will be 
part of other methods, for example: 
 The annual reports of the bank will be used to extract the required data 
and information about all the performance factors: ROA, ROE, etc. 
which will be used in the further analysis section 
 The internal documentation such as the minutes of meetings and/or plan 
charts can be used to double check for prioritizing any specific 
attribute/service if the targeted manger was not involved when that 
process of prioritizing was performed or if he/she was not significantly 
sure about this prioritization.  
As a result, the fully structured interview is the method which will be used in this 
research project and will be supported by the documentary method. 
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4.4.3 Third objective 
The last objective is to conceptualize the operational level changes required to align 
the service provider’s e-service capabilities with the expectations of their customers, 
so that the tensions between the requirements of the bank and the customer are 
minimized. 
This objective could be achieved through the following procedure: 
 Constructing a virtual model for a bank, i.e. Composite Bank (C.B). The 
composite bank (C.B) consists of e-banking channels and their 
attributes/services according to the bank sector capabilities/competences. This 
composite bank (C.B) reflects the industry best practice (I.B.P) for each 
attribute/service regarding the customer requirements (C.R).` 
 Identify the gap between the service provider (S.P) and the customer 
requirements (C.R): i.e. gap (1) 
 Identify the gap between the customer requirements (C.R) and the industry best 
practice (I.B.P): gap (2) 
 Identify the gap between the service provider (S.P) and the industry best practice 
(I.B.P): gap (3) 
 Using the assessment tool to represent gap (1), gap (2) and gap (3). The assessment 
tool translates the numbers of these gaps into figures which represent the current 
situation for each attribute/service of the e-banking channels of the service 
provider.  
 Extracting the attributes/services from the assessment tool and categorizing them 
according to their match/mismatch with the customer requirements (C.R) in the 
“working-sheet”.  
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 Performing the recommended actions in the “working-sheet” in order to 
minimize the tension between the customer requirements (C.R) and the service 
provider (S.P). 
As a result, the first objective has been achieved by thorough revision of the extant 
literature. To meet the second objective, the recommended methods for collecting the 
data from both the service provider and the customer are presented clearly. In addition, 
the methods to meet the last objective are explained. However, the next section will 
shed light on how the methods employed for achieving the second and the last 
objectives of this research project are used. 
4.5 Customer perspective 
Customer perspective is used as a catalyst to assess the operations strategy of launching 
e-banking channels in the bank sector in Jordan. The collection of data from bank 
customers will be from within the capital of Jordan, Amman. The capital of Jordan has a 
population of about two million, out of a total of six million (CIA, 2010). As a result, 
many potential customers of the banks are concentrated in the capital. Moreover, the 
major percentage of the number of branches of the banks are located in the capital, see 
table 4-2, (ABJ, 2007). 
 Bank Number of all 
branches 
 
Number of branches 
in capital 
 
Percentage of 
branches in capital
(1) 
 
B-1 56 27 48% 
B-2 10 7 70% 
B-3 8 6 75% 
B-4 39 29 74% 
B-5 25 15 60% 
B-6 62 37 60% 
B-7 46 32 70% 
B-8 57 32 56% 
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B-9 15 12 80% 
B-10 78 50 64% 
B-11  8 5 63% 
B-12 6 5 83% 
(1): Percentage of branches in capital equal to (Number of Branches in Capital) Divided by (Number of All Branches) 
Table 4-2 Percentage of branches in the capital to the total number of the branches for the banks in 2008 
 
As shown from table 4-2 there are 10 out of 12 banks which have 60 per cent and above 
of their branches located in the capital, Amman. The other two banks have 48 per cent 
and 56 per cent of their branches in the capital respectively. Therefore, it is a rational 
decision to conduct this research project in the capital. 
4.5.1 Target population 
The target population frame of customers is defined as: all the persons who live in the 
capital of Jordan and have at least one personal account in one or more bank in Jordan. 
This definition of the targeted population is compatible with a definition of a population 
coined by Sekaran (2003), which is the entire group of people, events, or things of 
interest that the study needs to investigate. 
 4.5.2 Data collection instrument 
A survey is designed to collect data from the bank‟s customers in Jordan. The items 
included in the questionnaire were constructed based on the extant literature. This 
survey is a fully structured close ended questionnaire.  
The questionnaire focused on the following main factors: 
1)  Usability of the website of the bank, considering the following factors: 
 The ease of understanding the structure of a system, its functions, interface 
and the contents that can be observed by the user. 
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 The speed with which the users can find what they are looking for. 
 The perceived ease of site navigation in terms of time required for loading 
the site and time required for doing  the necessary action in order to obtain 
the desired results. 
 The ability of the users to control what they are doing, and where they are, at 
any given moment. 
2) The interaction between the user of the bank‟s website and the back office 
operations. 
3) The banking services launched by the bank through the Internet banking system. 
4) The banking services launched by the bank through mobile phone banking, in 
terms of push [SMS] messages. 
5) The banking services launched by the bank through mobile phone banking, in 
terms of pull [SMS] messages. 
6) The banking services launched by the bank through telephone banking, in terms 
of call centre or IVR (Integrated Voice Response). 
7) Demographic characteristics of the respondents. 
8) Technology readiness of the respondents.  
For the first six factors, the customers were asked in each question to rate the 
importance of each attribute/service on a five Likert scale: 
1 = Extremely not important 
2 = Not important 
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3 = Neutral 
4 = Important 
5 = Extremely important 
For the purpose of this research project, a Likert scale is employed as it is a simple 
method of attitude measurement (Burns, 2000). Moreover, it allows for more 
homogeneous responses and enhances the probability that unitary attitudes are being 
measured in reasonably high validity and reliability (Burns, 2000). The Likert scale is 
the most widely used form of scaled items where the respondent chooses a point on a 
scale that best represents his/her view (Allison et al, 1996). 
Regarding to the number of points on a Likert scale, there is no consensus or agreement 
rule suggesting an ideal number. However, researchers (e.g., Sekaran, 2000) point out 
that a five-point scale is fair enough, and increasing the scale does not improve the 
reliability of the ratings and may cause confusion to the respondents (Hair et al, 2003).  
Although, Likert scale has its own advantages, there are two main disadvantages 
(Cooper and Schindler, 2001): 
 Statistical perspective: the central tendency.  
 Bias perspective: the halo effect. 
According to Cooper and Schindler (2001), respondents are reluctant to give extreme 
judgements, which accounts for the error of central tendency, particularly when the 
respondent does not know the object being rated. This has been overcome, in this 
research, by using a team of interviewers who are ready to explain the questions in the 
questionnaire clearly.  
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The halo effect, on the other hand, is the systematic bias that the respondent introduces 
by carrying over a generalised impression of the subject from one rating to another 
(Cooper and Schindler, 2001). 
Allocating a score of 100 points for each question, this score is distributed among the 
five options equally as presented in table 4-3: 
Score Importance 
0<20 Extremely not important (1) 
20<40 Not important (2) 
40<60 Neutral (3) 
60<80 Important (4) 
80<100 Extremely important (5) 
Table 4-3 The customer perspective score of the importance of the attributes/services 
The last two parts of this questionnaire measures the following with different scales: 
 The demographic characteristics of the customers. 
 The technology readiness of the customers. 
(See appendix-A for data collection instrument). As a result, the questionnaire is ready 
for pre-testing. Pre-testing (piloting) the questionnaire will be demonstrated in section 
4.5.7.  
4.5.3 Sample frame 
This research project has a large and heterogeneous population, so the most practical 
method to represent this population is to have a representative sample. The 
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representative nature of the sample is crucial for any generalisation of the results 
(Saunders et al. 2003; Hair et al. 2003).   
From a statistical perspective, sampling can yield an acceptable overall level of 
accuracy. This saves time, money and other resources. 
There are two main criteria to be considered in the sample design (Sekaran, 2003): 
 The sample should be representative for the targeted population.  
 The objectives of the study. 
As shown in Figure 4-2, the sample design can be either probability sample or non-
probability sample.  
 
 
 
 
 
 
 
 
 
 
 
Figure 4-2 Classification of sampling technique 
Source:  Saunders et al (2003) 
 
Sampling Techniques 
Probability sample Non-probability sample 
Simple random 
Systematic 
 Stratified 
Cluster 
Convenience 
Judgmental 
Quota 
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A probability sampling technique means that each element of the targeted population is 
known (Sekaran, 2003) and each element of the population must have equal chance of 
being selected (Collis and Hussey, 2003). 
Probability sampling techniques can be classified into four types:  
I. Simple random: includes choosing the sample randomly from the population 
using either random number tables or a specific software to do this selection. 
II. Systematic sampling: involves selecting the sample from the sampling frame but 
at fixed distance between the selected items. 
III. Cluster: requires the researcher to split the population into discrete categories 
before sampling (Hair et al, 2003). 
IV. Stratified: the overall sample size is the total of all the elements from each strata. 
The number of elements from each stratum is proportionate to the size of a 
particular stratum relative to the overall sample size. 
 
Generally, the main advantages of probability samples are that sampling error can be 
computed and results can be generalised. However, it is limited by its cost, time 
consuming and requires more time to design and implement (Saunders et al, 2003). 
Non-probability sampling is based on a researcher‟s subjective judgment and provides a 
range of different techniques (Saunders et al, 2003). This method relies upon the 
researcher‟s personal experience, convenience, expert judgment and so on to choose the 
elements in the sample (Hair et al, 2003). 
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The most common non-probability sampling methods are: 
I. Convenience: includes choosing subjects who can provide needed information 
and are easier to reach to participate in the study. 
II. Quota sampling is to give proportional weighting to selected factors (strata) 
which reflects their distribution which can be found in the wider population 
(Cohen et al, 2000).  
III. Judgment sampling is to choose a sample element for a specific purpose; those 
people who are most knowledgeable about a particular problem can be selected 
as a sample element. Sometimes it is referred to as a purposive sample because it 
involves a specific purpose (Hair et al, 2003). 
The main disadvantages of non-probability samples are that sampling error cannot be 
calculated and results cannot be generalised. On the other hand, the main advantages of 
non-probability samples are: it is less costly than probability; can be executed more 
quickly; and the results are reasonably representative (Hair et al, 2003). 
After this demonstration of the types of samples, the question is: what is the appropriate 
sampling design for this research project? 
The main condition for applying any type of probability sample is that each member in 
the population should be known. Although each bank in the bank sector has its own 
database about its customers there is no official organisation that can provide 
information about all the customers of the bank sector in Jordan. Moreover, each bank 
cannot provide this information for the researcher because this information is 
considered to be private and confidential. Therefore, it is not easy to apply any form of 
probability sample on the customers of the bank sector as a whole. The alternative is to 
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choose one of the types of none probability sample. The quota sample is not an 
appropriate type for this research project because there is no information about the strata 
of the wide population of the bank‟s customers. As an example, there isn‟t any 
information about the percentage of males and females in terms of bank customers. The 
judgement sample might be applied on this research project; however, the researcher 
thinks that this type of sampling is biased toward the persons who are familiar to this 
type of study, i.e. the assessment e-banking strategy in the bank sector in Jordan. 
Therefore, this type of sampling will not be adopted. However, the convenient sampling 
approach, which includes choosing subjects which can provide needed information and 
are easier to reach to participate in the study, is an appropriate option to be adopted. In 
order to have a representative sample for the whole population it should be an adequate 
sample.  
4.5.4 Sample Size 
Scholars, such as Saunders et al (2003) stated that a sample size of 30 or more is 
adequate to conduct statistical analysis while Hair et al (2003) confirmed that a 
minimum of 100 observations should be available and required for some statistical 
techniques. As a result, there is no consensus among the researchers about the size of 
the sample, but if the size of the sample is larger, the sample is always preferable. This 
was taken into consideration whilst conducting this research. The sample size of the 
bank‟s customers was 182 valid respondents.  
4.5.5 Data collection mechanism 
The data collection method used in this study was the closed ended survey 
questionnaire. The questionnaire is defined as a pre-formulated written set of questions 
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to which respondents record their answers (Sekaran, 2003). It allows data collection 
from a large sample prior to quantitative analysis. Moreover, the closed ended questions 
generate precise answers. 
There are many types of questionnaire designs depending on how it is administered and 
the amount of contact with respondents (Saunders et al, 2003). These designs can be 
categorised into self-administered questionnaires and interviewer-administered 
questionnaires. The literature (Sekaran, 2003; Saunders et al, 2003), shows that there are 
three types of self-administered questionnaires: 
I. On-line questionnaire: The questionnaire is delivered and returned via email or 
internet.  
II. Posted or mail questionnaire: The questionnaires are posted to respondents who 
return them back by post after completion.  
III. Personally administered questionnaire: The questionnaires are delivered by hand 
to each respondent and collected later.  
On the other hand, an interviewer-administered questionnaire includes a structured 
interview where the respondents need to answer a predetermined set of questions based 
on standardised questions. 
The main advantages of using questionnaires are: 
o The questionnaire is a very flexible method for collecting data from the targeted 
population. 
o The questionnaire is low-cost for the researcher. 
o The data collected by using the questionnaire can be analysed by using advanced 
statistical analysis which allows easy comparison and understanding. 
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Questionnaires have many disadvantages, e.g. they require expertise in their design, 
administration and interpretation. 
However, the choice among these types of questionnaires depends on the characteristics 
of the respondents, the size of sample required for analysis and the required response 
rate.  
The type of questionnaire that was chosen to be employed in this research project is the 
interviewer-administered questionnaire which includes a structured interview. 
The respondents were interviewed by a small team of volunteers. This team consisted of 
students in the business school at Petra University in Jordan (Petra University is the 
sponsor of the researcher). 
This team was trained by the researcher on the techniques of the interview in order to 
become interviewers. The training program lasted for five sessions held in Petra 
University, during the summer of 2009. The average time for each session was two 
hours. The training programme had the following elements: 
 Explaining the idea behind this project. 
 Highlighting the extant literature in different disciplines; operations 
management, IT, marketing among others. 
 Explaining the research methodology used in this project and why it was chosen. 
 Comparing the two versions (English and Arabic) of the data collection 
instrument to emphasis its validity. 
 Explaining in detail each group of questions and its attributes in the data 
collection instrument. 
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 Asking each volunteer to perform the role of the interviewer and doing an 
interview with a partner who acted as the customer, and vice versa. This 
technique was used to highlight any potential errors when conducting the 
interviews in order to avoid these mistakes in the real interview with the real 
respondents. Also the practice role plays were used to measure the time required 
to finish the interview.  
As a result, the team of volunteers were ready to start the mission of collecting the data 
from the customers of the bank. Given the exploratory nature of this study, convenience 
sampling is suitable for this research. The convenience sampling method has been 
widely used in many studies of electronic banking adoption such as recent work done 
by Zolait et al (2009). Face-to-face administration was used to maximize response rates 
and the interviewers were on hand to answer queries (Joseph et al, 2005).  Respondents 
verbally replied to a structured questionnaire and their answers were recorded 
accordingly by the interviewers. The technique used was similar to that of a high street 
market research poll (Laforet and Li, 2005). 
The following are the advantages for prompting respondents: 
1) Questionnaires were fully completed, thus reducing non-response items. 
2) As collection of questionnaires was on the spot, no reminders were needed, and 
time was saved. 
3) This method of collecting the data is to overcome the length of the 
questionnaire, which might be a sort of frustration for some respondents.  
As a result the customer‟s questionnaire is ready for pre-testing (piloting) before 
starting the collection of data from the customers of the bank sector. 
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4.5.6 Ethics in research 
The following elements of ethics are considered whilst conducting the interviews with 
customers: 
 The research aims and purposes were explained for each respondent before 
starting the interview. 
 The respondents were informed about the advantages that they may get if they 
agree to participate in this work, such as their voice will be heard by their 
banks. 
 The respondents were informed about the time duration of the interview. 
 The respondents were aware that the data which was going to be collected from 
them will be used for academic purposes.  
 The respondents were informed that the research may be published. 
 The respondents were informed that they are free not to complete the interview 
and may withdraw any moment during the interview if desired.  
4.5.7 Piloting customer‟s questionnaire 
The process of piloting the questionnaire was conducted to detect any misunderstood 
questions or ambiguity in the instructions for completing the questionnaire. Moreover, 
the piloting process is used to ensure the validity and reliability of the data collection 
instrument (De Vaus, 2002). 
The validity of the data collection instrument is crucial for collecting the right data from 
the right respondents. In this work, the data collection instrument from the customer 
was a survey in terms of a close ended questionnaire. A pre-test of the questionnaire 
was performed to assess the content and face validity of the measurement scale. 
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“Pretesting is the only way to evaluate in advance whether the questionnaire causes 
problems for interviewers or respondents” (Presser et al, 2004, P.109). Content validity 
can be evaluated by a panel of persons, sometimes experts, who judge whether a scale 
logically appears to accurately reflect what it should measure (Zikmund, 1991). The 
researcher asked academic colleagues in Bradford University to have a meeting to 
discuss the content validity of the questionnaire. This meeting was held in one of the 
lecture rooms of the School of Management in Bradford University. The persons who 
attending this meeting are specialist in the following disciplines:   
 Operations management 
 Marketing 
 IT 
 CRM: Customer Relationship Management 
 Banking 
 Service quality 
The outcome of this meeting was consensus on the following issues: 
o The content of the questionnaire satisfies the purpose of the study. 
o The whole structure of the questionnaire is acceptable, in terms of categorising 
the elements of the questionnaire into eight groups. 
o The questionnaire is long and they were concerned if the customer can complete 
it.  
Although the questionnaire of the customer is long, by interviewing the customer and 
completing the questionnaire on the spot, the researcher can ensure that the 
questionnaire is completed and no questions are left blank. 
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To ensure the face validity, the researcher selected 15 persons who were living in the 
UK to complete the questionnaire of the customer. Each person was asked if he/she has 
at least one personal account in any bank in the UK. If the answer was yes, then he/she 
was asked to complete the questionnaire and to write the required comments in terms 
of: 
 The instructions for completing the questionnaire. 
 Ambiguity in questions. 
 Consistency of the questions in each group. 
 Grammar clarity. 
 Overall structure: font size, line space etc. 
 Any other notes. 
The outcomes of this pre-testing were: 
 There are some minor grammar mistakes. 
 The instructions should show clearly the anonymity of the respondents. 
 The headings should be in bold and the size font for these headings should be 
larger than the size font that used in the body of the questionnaire. 
As a result, the questionnaire was amended accordingly.  
However, this work was conducted in Jordan and the main respondents for this 
questionnaire are mainly Arabic speakers. Therefore the questionnaire was translated 
into Arabic by two professional bi-lingual persons. 
The questionnaire was pretested among Arab people in Jordan. The researcher selected 
17 Arab persons who were living in the capital of Jordan to complete the Arabic version 
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of this questionnaire. Each person was asked if he/she has at least one personal account 
in any bank in Jordan. If the answer was yes, then he/she was asked to complete the 
questionnaire and to write any notes in terms of: 
 Instructions of completing the questionnaire. 
 Ambiguity in questions. 
 Consistency of the questions in each group. 
 Grammar clarity. 
 Overall structure: font size, line space etc. 
 Any other notes. 
The outcomes of this pre-testing were: 
 More details should be included in the instructions for completing the 
questionnaire.  
 There was a little ambiguity in some questions. 
 Grammar needs revision for some parts in the questionnaire.  
As a result, the translators did a comprehensive revision of the questionnaire taking into 
consideration all the previous comments. Then, another 11 persons tested the 
questionnaire for the same previous criteria. The result of the second pre-testing was 
that the questionnaire had been approved by the customers. 
As a result the data collection instrument was ready for starting the data collection 
phase. 
The team of volunteers worked in collecting the data for two months from mid-August 
2009 up to the middle of October 2009. This period of time was the brake time between 
the summer course and the first term of the new studying year 2009-2010 in Petra 
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University. The members of the team worked from five different locations in the capital 
(Amman). This technique was to ensure a comprehensive sample of respondents which 
represents the population of the customers of the bank sector in Jordan. Each location, 
across all parts (North, South, East, West and Central) of the city, had one member of 
the team. The following table 4-4 shows the numbers of respondents and response rate 
in each location. 
Location Number of 
persons selected 
Number of 
persons having 
bank account 
Number of 
respondents
 
Response 
rate 
East 95 61 24 0.39 
West 167 120 72 0.60 
North 133 101 44 0.43 
South 107 57 23 0.40 
Central 91 59 19 0.32 
Total 593 398 182 0.45 
 Table 4-4 The distribution of the respondents among the five locations 
The respondents from the west of the capital were dominant in the sample with 40% of 
the total and having the highest response rate equal to 0.60. One quarter of the sample 
was from the north with response rate equal to 0.43, whilst, the east and south were 
equal in their participation with 13% of the total for each location and a response rate of 
around 0.40. On the other hand, the respondents from the centre of the capital were 
around 10% of the total and the response rate was equal to 0.32. The west part of the 
136 
 
capital had the highest response rate and therefore was highly appreciative of the topic 
of study.  
The outcome of the work of the volunteer team was: 
There were 593 persons from the capital of Jordan (Amman) were selected randomly. 
Each one of these persons was asked individually if he/she has at least one personal 
account in one or more of the banks in Jordan. A total of 398 persons answered 
positively. A total of 182 respondents agreed to participate in this survey, giving a 
response rate of 45 per cent. 
The relatively high response rate for this type of customers was thought to be attributed 
to the following factors: 
o Respondents were briefed about the contents and purpose of the survey. 
o Respondents were guaranteed that there replies would be treated confidentially. 
o Respondents considered the subject as an interesting topic to put their views 
across.   
o The questionnaire was translated into Arabic language with clear and simple 
design. 
Due to time limitations, the researcher decided to stop the data collection from the 
customers after 182 valid responses. The sample size decision was based on time and 
cost considerations.  
As a result, the data from the customers were ready to be analysed. 
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4.6 Service provider perspective 
In order to investigate the service provider perspective regarding the criteria that they 
consider when prioritising the e-banking channels and their attributes/services, the 
researcher met with all 12 bank managers individually. Each meeting lasted for 30 
minutes on average. The outcomes of these meetings were:  
 The service provider does not, usually, communicate with the customers about 
their preferences or the importance of certain e-banking channels and their 
attributes/services. 
 The service provider usually decides which e-banking channel, and its 
attributes/services, are important for the customer to be launched first, and this is 
according to the following: 
 Availability of the resources in terms of qualified staff, hardware, 
software, etc. 
 The competitors have launched this e-banking channel, or this group of 
attributes/services, for that specific e-banking channel. 
 The mechanism for launching the e-banking channels and their 
attributes/services is time-based or in sequence, in other words, they 
launched them over years or periods of time. 
As a result, these outcomes were the cornerstone in building the data collection 
instrument from the service provider. A fully structured questionnaire survey was 
designed to collect data from the service providers in the bank sector of Jordan. The 
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items in this questionnaire were constructed based on the items of the survey of the 
customers. This survey focused on the following six pillars: 
1) Usability of the website of the bank (informative/static website) considering the 
following factors: 
 Ease of understanding the structure of a system, its functions, interface and 
the contents that can be observed by the user. 
 Simplicity of use of the website in its initial stages. 
 Speed with which the users can find what they are looking for. 
 Perceived ease of site navigation in terms of time required and action 
necessary in order to obtain the desired results. 
 Ability of the users to control what they are doing, and where they are, at 
any given moment.  
2) The interaction between the user of the website and the back office operations 
(interactive/dynamic website). 
3) The banking services launched by the bank through the Internet banking system. 
4) The banking services launched by the bank through mobile phone banking, in 
terms of push messages. 
5) The banking services launched by the bank through mobile phone banking, in 
terms of pull messages. 
6) The banking services launched by the bank through telephone banking, in terms 
of call centre or IVR (Integrated Voice Response). 
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4.6.1 Sample frame 
All the retail banks in the bank sector of Jordan are the targeted population. More than 
one manager in each bank is a candidate for interviewing; the operations manager, e-
banking unit manger, IT-manager, marketing manager and any other person 
recommended by the bank.  
4.6.2 Data collection mechanism 
According to ABJ (Association of Banks in Jordan) there are 22 retail banks in the bank 
sector of Jordan. Four out of 22 banks bank in a traditional way only. The researcher 
sent one form of an official letter, headed by the Bradford University logo, to the rest of 
the banks. This letter explained the aim and objectives of the research and presented the 
added value for the banks to participate in this survey as well as encouraging them to 
provide their best cooperation with the researcher. The response rate was 67% because 
12 out of 18 banks replied positively. The researcher subsequently communicated with 
the banks in order to make appointments to do the interviews. 
One or more of the targeted managers, operations managers, e-banking unit manager 
etc, were interviewed by the researcher. Each interview lasted for two hours on average. 
Respondents verbally replied to a structured questionnaire and their answers were 
recorded by writing them directly on a laptop by the researcher. The interviewees 
refused to record the interviews on a tape recorder. Moreover, the interviewees rejected 
to sign the consent form to participate in the interviews as they considered that their 
verbal approval is a substitute for the consent form. 
This approach for completing fully structured questionnaire, by interviewing the 
respondents, has the following characteristics: 
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 If the number of interviews are small (in this case 12 interviews), this will be an 
interesting task because it allowed personal interaction and insights. 
 If the respondents felt frustrated because of the length of the questionnaire, the 
researcher encouraged them to keep going by highlighting the importance of this 
section of the survey to improve their e-banking operations. This sort of 
activation between both the researcher and the respondents increased the 
motivation for the service provider to continue the interview. At the end of the 
meetings the researcher promised to convey the outcomes of this study to the 
participants as soon as this work is finished.  
 Enhancing rapport and a friendly atmosphere to the interview when the 
respondents are interacting with the researcher through face-to-face meetings.  
 Double-checks can always be performed, if the researcher had doubts that the 
respondent gave a wrong answer for any specific question. 
 The respondents cannot ignore any question to be answered, even if the 
respondent hasn‟t an immediate answer for the specific question. The researcher 
can urge the respondent to ask another person who might be more familiar with 
the answer; otherwise, these questions are kept blank. In this case, another 
appointment can be set up for more investigation of the documents of the bank.  
 
 
 
 
141 
 
4.6.3 Time-base scale  
This work is concerned with three main e-banking channels: 
1) Internet banking channel: 
 Website in terms of static/informative  [W group]  
 Website in terms of dynamic/interactive [O group] 
 Website in terms of internet banking system [N group] 
2) Mobile phone banking channel: 
 Mobile phone banking in terms of push messages [H group] 
 Mobile phone banking in terms of  pull messages [L group] 
3) Telephone banking channel: 
 Telephone banking in terms of call centre or IVR [P group] 
According to the meetings held with the bank managers before the interviews (to 
investigate the service provider perspective), the mechanism for launching the e-
banking channels and their attributes/services is time-based. In other words, they 
launched these attributes/services of e-banking channels over years or periods of time. 
The researcher then developed the following scale for measuring the priority of the 
service provider in performing the attributes/services of certain e-banking channels: 
Initially, each question was allocated 100 points and the answer for this question had a 
score between zero and 100.  
The first step was to ask the service provider whether this specific group of 
attributes/services, which belongs to this specific e-banking channel, is activated in the 
bank or not. 
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If the answer was no, then this group was terminated here and the score for each 
attribute/service in this group had a zero score. 
The researcher asked the same question about the next group of attributes/services, and 
so on. 
If the answer was yes, then the researcher could proceed further to ask about the base 
year (B.Y) for this group: the year of launching this group of e-banking channel. Then, 
the researcher asked a specific question about each attribute/service within this group. 
The answer for each question had either „Yes‟ or „No‟ answer. This loop ran until the 
questions of each group finished as in figure 4-3 and figure 4-4. The concentration 
moved to the next group, starting from the beginning again, and so on, until all groups 
were finished. 
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Figure 4-3 The flow chart of the interview with the service provider 
Xi-Groups: 
W-group, O-group, N-group 
H-group, L-group 
P-group 
 
 
Was this Xi-group 
activated until the end of 
2008? 
NO YES 
Base year (B.Y.) 
for this Xi-group 
is ......... 
Terminate 
here 
Score: zero for 
each question in 
this group 
 Was this attribute/service 
(X) activated until the end of 
2008? 
NO YES 
Score: go to scale 
Next Question 
Finish? 
NO YES 
Go to the next 
group 
To 
Scale 
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                       NO                                   (A.Y)                    YES                              (B.Y) 
 
 
 
 
0                                   25                            50                                                            100 
Figure 4-4 Scale for scoring (where A.Y. is the assessment year and B.Y. is the base 
year) 
To demonstrate the previous mechanism, this will be illustrated in the following 
example: 
The researcher asked the respondent: 
Does your bank offer mobile-phone banking channel in terms of push messages [H 
group]? 
Answer: 
Yes ----, No ---- 
If the answer is no, then this mobile phone banking channel in terms of push SMS 
messages [H group] will terminate here and its attributes/services will have zero scores. 
Then the researcher will proceed to ask the respondent about the next group of e-
banking channels. 
If the answer is yes, then the researcher asked:  
In which year did your bank launch the mobile-phone banking services in terms of push 
messages?  
Towards less priority 
 Near future towards not on the agenda 
Scoring starts from more than 50 up to 100 
points 
Scoring starts from less than 50 points to zero 
points 
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Answer: --------. (This year is the base year B.Y) 
Then the researcher will ask specific questions related to the attributes/services through 
mobile banking channel in terms of push messages. These questions in the interview are 
structured to be answered as: 
Does your bank send SMS push message inform your customer about the latest 
transaction done on his/her account up to the end of 2008? 
 If: 
Yes Since: 
 
If: 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future (year=----) 
o This service is not on the agenda of the bank to be offered  
 
 
 
As illustrated in figure 4-4 each question is allocated 100 points. However, the 
mechanism for scoring each question according to its answer is as follows: 
At the scale level the answer has two options: 
The first option comes from the „YES‟ answer: which means that this specific 
attribute/service is activated until the end of 2008 (the year before the year of 
assessment process). In this case, this question will have 50 points because of the „YES‟ 
answer. So the next question will be in which year did the bank activate this 
attribute/service? The answer (X) will be located between the base year (B.Y.) and the 
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year of assessment (A.Y.). To calculate the weight of this answer the following formula 
will be used: 
 
[(A.Y) – (X)] 
Divided by 
[(A.Y) – (B.Y)]  
Then multiply the result by 50%. 
Where: 
A.Y: (Assessment Year) is the year of doing the assessment for the e-banking strategy, 
(in this research project it is 2009). 
X: is the year that the bank had launched the attribute/service through one of the 
following groups: [W group], [O group], [N group], [H group], [L group] and [P group] 
of e-service channels. 
B.Y: is the base year for launching the group of e-banking channel. 
The maximum score for this weight has 50 points out of 100 (50%). The total score for 
this question will be the 50 points which comes from the „YES‟ answer and the points 
come from the weight of the year which had been calculated according to the previous 
formula. 
To demonstrate the previous mechanism, this will be illustrated in the following 
example: 
If a bank had launched the mobile phone banking in terms of push messages [H group] 
in 2004 (base year, B.Y), and this bank had launched a service such as informing the 
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customer about the latest transaction that has been done on his/her account, (X) in 2006, 
then the weight for the year of launching this service through that group will be 
calculated according to the previous formula: 
(2009-2006) 
Divided by 
(2009-2004) 
The result is equal to (3/5). Then multiply this result by 50% to have the final 
result which is equal to 30%. 
Then the final score for this question will be 30 points (which comes from the previous 
equation) plus 50 points (which comes from the yes answer) = 80 points. 
The second option comes from the „NO‟ answer which means that this specific 
attribute/service is not activated until the end of 2008 (the year before the year of 
assessment process). In this case, this question will lose 50 points because of the „NO‟ 
answer. The next step is that the respondent has three options. These options are: 
o This attribute/service is offered in 2009 (A.Y).  
o This attribute/service is going to be offered in the near future. 
o This attribute/service is not on the agenda of the bank to be offered. 
Initially, the distance between the (A.Y) and the zero point will be categorised into a 
number of years equal to the number of years between the base year (B.Y) and the year 
of assessment (A.Y). The justification behind this is: the total distance between the zero 
point and the B.Y is 100 points and is categorised into two equal regions: „NO‟ region 
and „YES‟ region. So, each region has 50 points. 
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If the respondent selects the first option: (this attribute/service is offered in 2009) then 
the score for this specific question is 50 points, because the assessment year has a 
neutral position on the scale with 50 points. 
If the respondent selects the second option (this attribute/service is going to be offered 
in the near future), then, in this case the respondent will mention the expected year for 
launching this attribute/service. If the answer is located between the A.Y and the zero 
point, then the score for this attribute/service is the same as the value of the weight of 
that year. The weight of the year is calculated as in the following example: 
If (A.Y) = 2009, (B.Y) = 2004, expected launch year in the future = 2011 then the 
weight of this year is calculated as: 
o 2009-2004=5 years 
o 50 points/5years=10 points for each year 
o 2011-2009=2 years after A.Y, then the weight of the year (2001) is: 
o 50 – (2*10)=30 points 
The score for this specific attribute/service is the same as the weight of the year (2011) 
and equal to 30 points. 
If the expected year in the future = 2015, then the score for this attribute/service is 
calculated as: 
o 2009-2004=5 years 
o 50 points/5years=10 points for each year 
o 2015-2009= 6 years after A.Y, then the score is: 
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ZERO, because six years are more than the five years which presents the 
boundaries of the scale 
If the respondent selects the third option: this attribute/service is not on the agenda of 
the bank to be offered then Zero score will be allocated to this specific attribute/service. 
In this research, if the respondent selected the second option, this attribute/service will 
be offered in the near future, and then 25 points was allocated to this specific question. 
This is because not one respondent among all the participated banks had any specific 
year in the future to launch any specific attribute/service. This number, 25 points, 
represents the average of the points between the zero point and the A.Y. 
As a result, and from the service provider perspective, these are the following categories 
of conditions to launch the attributes/services: 
 The attributes/services which are extremely important to sustain that group of e-
banking channels and have priority on other attributes/services to be performed. 
These attributes/services had been launched in the base year (B.Y.) and were 
presented as “extremely important”. 
 The attributes/services which are important to sustain that group of e-banking 
channels and have priority on other attributes/services to be performed. These 
attributes/services had been launched after the B.Y up to the end of 2008 (where: 
2008 is the year before the assessment year). These attributes/services are 
presented as “important”. 
 The attributes/services which had been performed in the assessment year (2009) 
are represented as “neutral”. 
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 The attributes/services which are going to be launched in the near future are 
presented as “not important”. 
 The attributes/services which are not on the agenda of the bank to be offered at 
all are presented as “extremely not important”. 
This technique has the ability to measure the priorities of the service provider. Each 
attribute/service has a score out of 100 points. The service provider answered a specific 
question about the year for launching a specific e-banking channel or a specific 
attribute/service. In other words, the service provider should provide a specific answer. 
There is no chance for “political” answers. In other words, the service provider is 
providing facts not opinions. 
The questionnaire was ready for pre-testing. This will be demonstrated in the next 
section. 
4.7 Pre-testing service provider‟s questionnaire 
Piloting study paves the way for the investigators/researchers to refine their data 
collection plans with respect to both the content of the data and the procedures to be 
followed (Yin, 1994). In this work, the data collection instrument from the service 
provider is a survey in terms of close ended questionnaire. This questionnaire is based 
on the customer questionnaire, in terms of its contents.  The service provider was asked 
to prioritise the same attributes/services that the customer had rated. The scale used to 
assess the prioritisation of the e-banking channels in the service provider questionnaire 
is different from the scale used in the customer questionnaire, as explained in the 
previous section. Therefore, to assess the content and face validity of the measurement 
scale, the questionnaire was pre-tested. “Pretesting is the only way to evaluate in 
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advance whether the questionnaire causes problems for interviewers or respondents”, 
(Presser et al, 2004, P.109). Content validity can be evaluated by a panel of persons, 
sometimes experts, who judge whether a scale logically appears to accurately reflect 
what it should measure (Zikmund, 1991). The researcher asked academic colleagues in 
Bradford University to have a meeting to discuss the content validity of the service 
provider questionnaire. This meeting was held in one of the lecture rooms of School of 
Management in Bradford University. The persons who attended this meeting were 
specialist in the following disciplines:   
 Operations management 
 Marketing 
 IT 
 CRM: Customer Relationship management 
 Banking 
 Service quality 
The outcome of this meeting was consensus on the following issues: 
o The content of the questionnaire can meet the objectives of this research project. 
o The whole structure of the questionnaire is acceptable, in terms of categorising 
the elements of the questionnaire into six groups. 
o It is not easy to prioritise the determinants of the security of the e-banking 
channels from the service provider perspective on the same scale as the other 
determinants.  
However, the candidate scale to be used in the service provider questionnaire does not 
have the ability to measure the security elements of the e-banking channels. Therefore, 
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the researcher decided to ask the interviewees of the banks about the security elements 
in their banks regarding the e-banking channels before starting the questionnaire, and 
recorded these comments separately.  
The researcher pre-tested the service provider questionnaire by interviewing two 
banking mangers in Jordan who were interested in e-banking channels to have their 
comments in terms of: 
 Instructions of completing the questionnaire. 
 Ambiguity in questions. 
 The flow of the questions in the questionnaire. 
 The elements of the questionnaire: the attributes/service 
 Any other notes. 
There was only one note related to traveller‟s cheques, as this bank product is obsolete. 
As a result of this comment this specific question was deleted from the questionnaire.  
The data collection instrument from the service provider was ready for collecting the 
data. 
4.8 Ethics in the research 
The following elements of ethics are considered whilst conducting the interviews with 
respondents: 
 The researcher explained clearly the aims and purposes of the research for the 
respondents. 
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 The researcher highlighted the advantages that the respondents may have during 
their involvement in the research and the researcher promised to inform them 
about the results of the research. 
 The researcher informed the respondents that the time that the respondents will 
spend in the interview is around two hours. 
 The respondents were aware of the data that is going to be collected from them. 
 The researcher assured the anonymity of the respondents and the anonymity of 
their banks.  
 The respondents were informed that the research may be published. 
 The researcher informed the respondents that they are free not to complete the 
interview and can withdraw at any time. 
 
4.9 Conclusion 
This chapter highlights the research paradigms suitable for this research project and 
presented the methodological techniques available to carry out the research. There isn‟t 
any specific methodology that can fit the nature of this research project so the researcher 
has tailored the most appropriate methodology to achieve the aim of the research 
project. This chapter has presented the tailored research methodology to be adopted to 
carry out and meet the objectives of the research project. A convenience sample was 
chosen as the appropriate sampling design for this research project. Survey in terms of 
close ended questionnaire has been adopted to be the data collection instrument from 
both the customers of the bank and the service provider. To enhance the validity of the 
data collection instruments, both questionnaires were piloted (pre-tested).  
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Descriptive Analysis 
Descriptive statistics in terms of demographic factors and technology 
readiness is crucial to have the complete picture of the respondents in the 
sample.  
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5.0 Introduction 
This chapter sheds light on the descriptive statistics of the participated sample in this 
research project. This will be done by interpretation of frequencies of demographic 
characteristics and technology readiness of the respondents. The demographic 
characteristics are: gender, age, marital status, educational level and income per month. 
There are seven technology readiness factors that are used in this research project: 
owning a computer, using computer at work, having an access to the Internet from 
home or work, the Internet non-user respondent who is planning to have an access to the 
Internet in the future, having a mobile phone with the ability to access the Internet, 
number of years for accessing the Internet and the number of hours that spent on using 
the Internet daily.  
5.1 Data analysis 
The complete picture of the actual sample, which participated in this research project, is 
achieved by performing descriptive statistics on the customers‟ demographic 
characteristics and technology readiness.  
5.1.1 Demographic characteristics 
The descriptive statistics will be done by interpretation of frequencies of demographic 
characteristics of the respondents: 
 Gender: 
From the output shown below in table 5-1, there are 123 males (67.6 per cent) and 59 
females (32.4 per cent) in the sample, giving a total of 182 respondents.  
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Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Male 123 67.6 67.6 67.6 
Female 59 32.4 32.4 100.0 
Total 182 100.0 100.0  
Table 5-1 The distribution frequency and percent of the gender in the sample 
Although the sex ratio for the total population in Jordan is 1.04 male(s)/female as 
estimated in 2010 (CIA 2010), the males who are participated in this survey are double 
than the number of females. This reveals that the masculinity is dominant among the 
customers of the bank.   
 Age: 
More than one third of the population in Jordan (35.6%) are in the childhood age; they 
are categorised in 0-14 years (CIA 2010). This group of population is out of study in 
this research project, because the bank‟s customers should be 18 years old and over 
regarding the regulations of (ABJ); Association of Banks in Jordan. The bulk of the 
population in Jordan (59.6%) are categorised in the group of 15-64 years and 4.7% of 
the population are 65 years old and over (CIA 2010). 
From the output shown below in table 5-2, the age group (18-27) has 24 per cent of 
respondents.  There are 40 per cent of the respondents in the age group of 28-37. This 
shows the young people from (18) years old to (37) years old are dominant in the 
sample with a percentage of 64%. The age group of (38-47) has 22 per cent of the 
respondents. The middle age group from (38) years old to (57) years old is having 31 
per cent of the total of the sample. The rest of the sample (not more than 5 percent) is 
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over (58) years old. However, 95% of the respondents whom participated in this 
research project are categorised between 18-58 years old. 
As a result, this age structure of the sample is compatible (to some extent) with the age 
structure of the population in Jordan. 
 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid 18-27 44 24.2 24.3 24.3 
28-37 73 40.1 40.3 64.6 
38-47 40 22.0 22.1 86.7 
48-57 16 8.8 8.8 95.6 
58-67 5 2.7 2.8 98.3 
Over 68 3 1.6 1.7 100.0 
Total 181 99.5 100.0  
Missing System 1 .5   
Total 182 100.0   
Table 5-2 The distribution frequency and percent of the age (in years) in the sample 
 Marital status: 
From the output shown below in table 5-3, there are 121 respondents married (66.5 per 
cent) and 59 are single (32.4 per cent) giving a total of 180 respondents (99 percent). 
The respondents of the bank‟ customers who have their own families are double than 
the single customers. This reveals that there might be a trend among the customers of 
the bank to have family accounts in which both the husband and the wife can share the 
same account. In this case the bank should take this in consideration whilst designing 
some e-services to match the requirements of the family more than the desires of the 
singles. 
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Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Single 59 32.4 32.4 32.4 
Married 121 66.5 66.5 98.9 
Others 2 1.1 1.1 100.0 
Total 182 100.0 100.0  
Table 5-3 The distribution frequency and percent of the marital status in the sample 
 
 Education level: 
According to the estimation of the literacy in 2003, there are 89.9% of the total 
population of Jordan who are 15 years old and over can read and write; the males were 
95.1% and the females were 84.7% (CIA 2010). 
 
From the output shown below in table 5-4 the respondents who have high school 
degrees or less are 18%. This presents the least educated people in the sample. The 
respondents who are holding a first university degree are dominant in the sample with a 
percentage of 48%. This is expected because this category of the bank‟s customers can 
appreciate the services offered by the bank. The next category of the respondents (26%) 
holds postgraduate degrees (in terms of Master and PhD). As a result the Jordanian 
people (in general) are literate, and more specifically the customers of the bank are well 
educated. This will put more responsibilities on the strategic planners in the banks 
whilst tailoring their e-banking strategies that should congruent with the level of 
education of their customers.  
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Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid High school or less 33 18.1 18.1 18.1 
Two years diploma after 
completing the school 
13 7.1 7.1 25.3 
The first degree at the 
university 
87 47.8 47.8 73.1 
Posgraduate degree 48 26.4 26.4 99.5 
Missing 1 .5 .5 100.0 
Total 182 100.0 100.0  
Table 5-4 The distribution frequency and percent of the educational level in the sample 
 
 Income level per month: 
According to the estimation of 2009 the GDP-per capita was $5300 (approximately 
3600 Jordanian Dinar (J.D) / £3300 as of 2010) (CIA 2010). However, from the output 
shown below in table 5-5, there are one third of the respondents in the sample having 
low incomes of less than 500 J.D per month. This low income category is above the 
estimated GDP-per capita. Fifty per cent of the respondents are categorised as having a 
middle level income (between 500 J.D and 1500 J.D per month). About 6.5% of the 
sample is earning 1500-2000 J.D per month. Not more than 7% of the respondents in 
the sample are categorised as high income level earning more than 2000 J.D per month. 
As a result, the trend of the income of the customers of the bank is higher than the 
average of the GDP-per capita for all groups of customers who participated in sample. 
 
 
162 
 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Less than 500 JD 65 35.7 35.9 35.9 
500-999 JD 67 36.8 37.0 72.9 
1000-1500 JD 25 13.7 13.8 86.7 
1501-2000 JD 12 6.6 6.6 93.4 
More than 2000 JD 12 6.6 6.6 100.0 
Total 181 99.5 100.0  
Missing System 1 .5   
Total 182 100.0   
Table 5-5 The distribution frequency and percent of the income level per month in the sample 
 
The histogram (figure 5-1) below shows that the first two low categories of income are 
close to each other and both of them having more than two third of the sample. The rest 
of the sample is distributed among the last three groups of income. This reveals that the 
quality of the customers of the bank, in terms of income, can afford the cost of the e-
services if the bank has decided to charge the customers for using the e-services 
channels.  
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Figure 5-1 The distribution frequency of the income level per month in JD for the respondents in the 
sample 
5.1.2 Technology Readiness 
Information Communication Technology (ICT) paves the way for people to gain the 
power of communications, in terms of Internet and mobile phone net. There are few 
quantum jumps in Jordan in this essence. At the domestic level: by 1995 the 
government of Jordan had launched the „telecommunications law‟ which opened all 
non-fixed-line services to private competition. By 2005 monopoly over fixed-line 
services terminated and the entire telecommunications sector was opened to 
competition. Meanwhile there are three mobile-cellular providers with subscribership 
rapidly approaching 100 per 100 persons (CIA 2010). As a result, the service has 
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improved recently with increased use of digital switching equipment; microwave radio 
relay transmission and coaxial and fibre-optic cable are employed on trunk lines. The 
mobile phone usage has been grown to be 5.9 million in 2010 in both urban and rural 
areas (CIA 2010). This reduces the use of fixed-line services to 503,000 main landlines 
in use for 2009 (CIA 2010). Internet penetration remains modest and slow-growing. 
According to 2008, the estimation of Internet users is 1.5 million (CIA 2010). However, 
the results of the survey of this research project shows that 24 percent of the 
respondents of the customers were not interested in the internet-banking channel; in 
terms of: 
o Website in terms of static/informative  [W group]  
o Website in terms of dynamic/interactive [O group] 
o Website in terms of internet banking system [N group] 
This reveals that the customers of the bank may surf the internet in terms of searching 
information but this is not the case if related to the e-banking essence. 
The technology readiness factors in this research project are: 
 The respondent is owning his/her own computer 
 The respondent is using the computer at work 
 The respondent is having an access to the Internet from home or work 
 The Internet non-user respondent is planning to have an access to the Internet in 
the future 
 The respondent is having a mobile phone with the ability to access the Internet 
 The number of years that the respondent has access the Internet 
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 The number of hours per day that the respondent is spending on using the 
Internet 
Descriptive statistics of the technology factors will take place. This will be done by 
interpretation of frequencies of the respondents. 
First technology readiness factor: 
The respondent is having his/her own computer 
Although 39 per cent of the Jordanian families own their own computers (DOS 2008), 
there were 90 percent of the respondents in this sample own their own computers (table 
5-6).  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes 165 90.7 90.7 90.7 
No 17 9.3 9.3 100.0 
Total 182 100.0 100.0  
Table 5-6 The distribution frequency and percent of the respondents who are having their own computers 
in the sample 
 
This high percentage is expected because the whole sample is well educated and the 
minimum income level is above the GDP, which may contribute in owning personal 
computer.  
Second technology readiness factor: 
The respondent is using the computer at work 
There are 75 per cent of the respondents use computers at work (table 5-7). This reveals 
that most of the respondents are „white collar‟ employees using the computer at work. 
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The remaining respondents might be field workers who are not using the computer at 
work.  
 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes 137 75.3 75.7 75.7 
No 44 24.2 24.3 100.0 
Total 181 99.5 100.0  
Missing System 1 .5   
Total 182 100.0   
Table 5-7 The distribution frequency and percent of respondents who are using the computer at work in 
the sample 
 
Third technology readiness factor: 
The respondent is having an access to the Internet from home or work 
There are 88 percent of the respondents in this sample can access the Internet from 
home/work (table 5-8). It might be that this percentage is high because the respondents 
are highly educated. This percentage is almost double than the percentage (46%) of the 
users of the Internet in Jordan who are holding their first degree from the university 
(DOS 2008). Moreover, it might be that this percentage is high due to the high income 
of the respondents.  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes 160 87.9 87.9 87.9 
No 22 12.1 12.1 100.0 
Total 182 100.0 100.0  
Table 5-8 The distribution frequency and percent of the respondents who have access to the internet from 
home/work in the sample 
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Fourth technology readiness factor: 
The Internet non-user respondent is planning to have an access to the Internet in the 
future 
This technology readiness factor is related to the respondents who are not using the 
Internet. Those respondents are 12 per cent (table 5-8) of the whole sample that 
participated in this research project. From the output shown below in (table 5-9), there 
are 38 per cent of the Internet non-user respondents are planning to have an access to 
the Internet within one year. One third of the Internet non-user respondents are not 
planning to have an access to the Internet at all. One quarter of the sample will have 
access to the Internet within six months. 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid One month 1 .5 4.8 4.8 
Two-three months 2 1.1 9.5 14.3 
Three-six months 3 1.6 14.3 28.6 
One Year 8 4.4 38.1 66.7 
Not at all 7 3.8 33.3 100.0 
Total 21 11.5 100.0  
Missing System 161 88.5   
Total 182 100.0   
Table 5-9 The distribution frequency and percent of the respondents who are planning to access the 
Internet in the sample 
 
As a result there is 4 per cent of the total sample of the respondents in this research 
project who are not planning to have access to the Internet at all. The rest; 8 per cent 
will have access to the Internet from one month up to six months. 
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It might be that the motivation for the Internet non-user respondents to have access to 
the Internet is because of the offers provided by Internet suppliers which become more 
attractive over time.  
Fifth technology readiness factor: 
The respondent is having a mobile phone with the ability to access the Internet 
From the output shown below in (table 5-10), there are 56 per cent of the respondents 
are eager to adopt the new technology by utilising mobile handsets with Internet 
capabilities.  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes 101 55.5 55.8 55.8 
No 80 44.0 44.2 100.0 
Total 181 99.5 100.0  
Missing System 1 .5   
Total 182 100.0   
Table 5-10 The distribution frequency and percent of the respondents who have mobile phone with the 
ability to access the Internet in the sample 
 
This reveals that the respondents of the bank‟s customers are having enough income to 
own updated technology. This group of customers is considered as potential customers 
to be Internet banking users. 
Sixth technology readiness factor: 
The number of years that the respondent has accessing the Internet 
From the output shown in table (5-11), there are 41 per cent of the respondents are 
having access to the internet for one year up-to-five years. One third of the respondents 
are having access to the internet for more than five years. These results emphasise that 
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the customers of the banking sector in Jordan highly appreciated the technology. These 
results are considered as the key for more investigation of the Internet users. The next 
technology readiness factor will shed light on the number of hours, which the Internet 
users are spending, per day for using the Internet. 
 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Less than one year 22 12.1 13.7 13.7 
One-two years 36 19.8 22.4 36.0 
Three-five years 39 21.4 24.2 60.2 
More than five years 64 35.2 39.8 100.0 
Total 161 88.5 100.0  
Missing System 21 11.5   
Total 182 100.0   
Table 5-11 The distribution frequency and percent of the number of years for accessing the internet  
Seventh technology readiness factor: 
The number of hours per day that the respondent is spending on using the Internet 
From the output shown below in table 5-12, one quarter of the users of the internet are 
spending less than one hour per day using the internet, while 36 per cent are spending 
one-two hours per day using the internet. There are 27 per cent who spend more than 
two hours per day on the internet. 
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Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Less than one hour per day 42 23.1 26.4 26.4 
One-two hours per day 66 36.3 41.5 67.9 
More than two hours per day 50 27.5 31.4 99.4 
4 1 .5 .6 100.0 
Total 159 87.4 100.0  
Missing System 23 12.6   
Total 182 100.0   
Table 5-12 The distribution frequency and the percent of the number of hours per day that the 
respondents are spending on using the Internet in the sample 
 
These results indicate that the customers of the bank sector in Jordan are having the 
potential to adopt the Internet banking system as an e-banking channel. 
5.2 Summary of the descriptive analysis 
To summarise there were double the number of male survey participants compared to 
female participants. Young people [from (18) to (37) years old] were dominant in the 
sample with a percentage of 64%.  One third of the respondents were singles. There 
were 75 percent of the respondents well educated; holding the first degree from the 
university at least. On the other hand, two third of the respondents were categorised in 
the first two low groups of monthly income. 
There were more than 75 percent of the respondents who own their own computers, 
using the computer at work and having access to the internet. However, one third of the 
respondents were having access to the internet for more than five years. One third of the 
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internet users were spending one-two hours per day on the internet. On the other hand 
there were 12 percent of the respondents having no access to the internet. 
 
5.3 Conclusion 
In conclusion this sample is representative for the people who hold bank accounts in 
Jordan. The main dominant characteristics of those people are: young, well-educated 
people, having income above the GDP per capita and highly skilled in technology in 
terms of owning computer, using the internet daily and willing to have up-to-date 
technology. These features of the sample should be under consideration whilst the 
decision makers in the banks are developing the e-banking strategy. 
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Chapter six 
 
Data Analysis 
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Gap Analysis 
 
The gap model provides a tool to identify critical elements for successful 
implementation of operations strategy and suggests actions to deal with 
them. The gap analysis approach was proved to be useful in other 
settings, such as measuring service quality, but there is paucity of 
applications in e-service operations strategies. 
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6.0 Introduction  
Gap analysis has the advantage of being an easy-to-understand and easy-to-use 
technique for the reconciliation of the mismatch between the resources of the service 
provider side and the customer requirements side (Dimitriadis and Stevens, 2008). This 
technique will provide the managers of the business organisation a meaningful and 
comprehensive view of the current situation to minimize the tension between both sides. 
The gap (mismatch) refers to differences between customer perception of the 
importance of specific attributes/services provided by the service provider and 
operations strategy formulation. However, the existence of this gap is due to lack of 
customer orientation. Having no information about customer requirements leads to poor 
delivery performance no matter what the delivery channel might be. Therefore, business 
organisations should pay adequate attention to the preferences of their customers. On 
the other hand, a business organisation should also pay attention to the rivals in the 
industry and to recognise its own current position among its competitors. Business 
organisations must use their operational capabilities to formulate strategies that would 
give them a competitive advantage. 
This work is investigating both issues: 
 The gap between the service provider and the customer requirements 
 The gap between the service provider and the industry best practice (I.B.P.)  
Through the following e-banking channels (figure 6-1): 
1. Internet banking channel, in terms of: 
o Website > static/informative 
o Website > dynamic/interactive   
o Website >internet banking system 
2. Mobile phone banking channel in terms of: 
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o Push>SMS 
o Pull>SMS 
3. Telephone banking Channel 
 
 
 
 
 
 
 
                             
 
 
 
 
 
 
 
 
 
 
 
Figure 6-1 E-banking channels and their groups 
 
 
6.1 Gap analysis 
This investigation was undertaken by interviewing customers using a fully structured 
questionnaire. The service providers were interviewed using a fully structured 
questionnaire based on the customer questionnaire. 
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Dynamic/Interactive 
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[H-group] 
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of Pull 
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Telephone Banking 
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The customers rated their perception of importance of the attributes/services of e-
banking channels on a five-point Likert scale. The mean is calculated for all these 
attributes/services. Each question was assigned 100 points and the respondent had five 
options to choose. Therefore each option has a weight of 100/5=20 points. The mean is 
calculated to be a score out of 100. 
For example, if the mean for one of the attributes/services is 3.97 then the mean will be 
a score out of 100, e.g. 3.97*20=79.4 points. 
On the other hand, the priority of the importance for each attribute/service from the 
service provider side was calculated. The score was out of 100 points for each question. 
The mechanism for doing so was explained in chapter four. As a result of these actions, 
the gap analysis technique can now be performed. 
The gap between the service provider perspective (S.P.P) and the customer perspective 
mean (C.P.M) is calculated for each attribute/service within each group for each e-
banking channel, according to the following formula: 
Gap  
= 
Service Provider Perspective (S.P.P) - Customer Perspective Mean (C.P.M) 
 
The result will be one of the following: 
1. The score is zero 
2. The score has negative value 
3. The score has positive value 
If the score of the answer is zero, this indicates that there is a full match between both 
perspectives; the customer perspective and the service provider perspective. In other 
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words the service provider has the capabilities to employ the resources successfully to 
implement the e-banking strategy for that specific attribute/service at the right time.  
If the answer has negative value, this indicates that there is a gap between both 
perspectives; the customer perspective and the service provider perspective. This 
reveals that the service provider had a lack of resources and capabilities to implement 
the e-banking strategy successfully, or the service provider was not utilising the 
available resources in a proper manner in order to satisfy the customer requirements at 
the right time, i.e. when the customer was looking for this attribute/service. In other 
words, the customer was looking for this attribute/service before the service provider 
had really provided it. 
If the answer has positive value, this indicates that the service provider is satisfying the 
requirements of the customer at an early time before the customer was looking for this 
attribute/service.  In other words, the service provider had drained the resources and 
capabilities in order to implement the e-service strategy successfully or in a proper 
manner. In other words, the service provider is wasting time and resources on services 
that the customers do not require at the expense of services they do require.  
The gap-analysis technique is employed to identify the gap between both perspectives; 
the customer and the service provider. Once the gap is recognized according to the 
previous formula, the aggregation for each group of attributes/services in each channel 
will be summed up algebraically. The aggregation number for each group reflects the 
performance of this group in terms of minimising the tension between both 
perspectives; the customer and the service provider. This method will be applied for 
each bank in the bank sector which participated in this work. This will be presented in 
the following tables for bank-1 (as an example). The tables of the other banks which 
participated in this work are presented in Appendix-C.  
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Attribute code 
Customer 
Perspective 
Mean 
(C.P.M) 
Service 
Provider Perspective 
(S.P.P) 
Gap 
= 
(S.P.P) - (C.P.M) 
W1 84.4 80 -4.4 
W2 81.4 80 -1.4 
W3 83.0 80 -3.0 
W4 71.0 25 -46.0 
W5 85.4 80 -5.4 
W6 86.0 80 -6.0 
W7 83.6 80 -3.6 
W8 90.8 80 -10.8 
W9 73.2 0 -73.2 
W10 63.4 80 +16.6 
W11 69.2 60 -9.2 
W12 66.8 60 -6.8 
W13 79.6 60 -19.6 
W14 59.2 0 -59.2 
W15 87.4 0 -87.4 
W16 80.4 100 +19.6 
W17 84.4 25 -59.4 
W18 83.0 100 +17.0 
W19 87.2 100 +12.8 
W20 91.0 90 -1.0 
W21 62.4 25 -37.4 
Total Aggregation   -367.8 
Table 6-1 The gap between the C.P.M and the S.P.P of the attributes of W-group of bank-1 (B-1), and the 
total aggregation of the gaps  
 
Attribute code 
Customer 
Perspective 
Mean 
(C.P.M) 
Service 
Provider Perspective 
(S.P.P) 
Gap 
= 
(S.P.P) - (C.P.M) 
O1 80.2 25 -55.2 
O2 90.4 25 -65.4 
O3 90.8 25 -65.8 
O4 90.8 100 +9.2 
O5 89.2 90 +0.8 
O6 81.2 0 -81.2 
O7 85.6 0 -85.6 
O8 82.8 100 +17.2 
Total Aggregation   -326.0 
Table 6-2 The gap between the C.P.M and the S.P.P of the attributes of O-group of bank-1 (B-1), and the 
total aggregation of the gaps  
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Attribute code 
Customer 
Perspective 
Mean 
(C.P.M) 
Service 
Provider Perspective 
(S.P.P) 
Gap 
= 
(S.P.P) - (C.P.M) 
N1 89.2 100 +10.8 
N2 77.8 25 -52.8 
N3 78.2 100 +21.8 
N4 79.8 0 -79.8 
N5 82.0 0 -82.0 
N6 86.0 0 -86.0 
N7 78.6 25 -53.6 
N8 70.2 0 -70.2 
N9 80.8 25 -55.8 
N10 70.6 25 -45.6 
N11 84.0 0 -84.0 
N12 83.2 0 -83.2 
N13 82.4 0 -82.4 
N14 81.0 0 -81.0 
Total Aggregation   -823.8 
Table 6-3 The gap between the C.P.M and the S.P.P of the attributes of N-group of bank-1 (B-1), and the 
total aggregation of the gaps  
 
 
Attribute code 
Customer 
Perspective 
Mean 
(C.P.M) 
Service 
Provider Perspective 
(S.P.P) 
Gap 
= 
(S.P.P)- (C.P.M) 
H1 84.0 50 -34.0 
H2 73.2 0 -73.2 
H3 85.4 50 -35.4 
H4 87.2 50 -37.2 
H5 85.4 80 -5.4 
H6 76.8 0 -76.8 
H7 77.6 0 -77.6 
H8 84.0 80 -4.0 
Total Aggregation   -343.6 
Table 6-4 The gap between the C.P.M and the S.P.P of the attributes of H-group of bank-1 (B-1), and the 
total aggregation of the gaps  
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Attribute code 
Customer 
Perspective 
Mean 
(C.P.M) 
Service 
Provider Perspective 
Mean (S.P.P) 
Gap 
= 
(S.P.P) - (C.P.M) 
L1 79.6 25 -54.6 
L2 77.0 25 -52.0 
L3 66.2 25 -41.2 
L4 62.0 25 -37.0 
L5 67.0 25 -42.0 
L6 68.0 25 -43.0 
L7 69.4 25 -44.4 
L8 70.8 25 -45.8 
L9 72.2 25 -47.2 
L10 71.0 25 -46.0 
L11 75.4 25 -50.4 
L12 68.0 25 -43.0 
Total Aggregation   -546.6 
Table 6-5 The gap between the C.P.M and the S.P.P of the attributes of L-group of bank-1 (B-1), and the 
total aggregation of the gaps  
 
Attribute code 
Customer 
Perspective 
Mean 
(C.P.M) 
Service 
Provider Perspective 
Mean (S.P.P) 
Gap 
= 
(S.P.P) - (C.P.M) 
P1 78.4 0 -78.4 
P2 74.0 0 -74.0 
P3 76.2 0 -76.2 
P4 69.6 0 -69.6 
P5 70.8 0 -70.8 
P6 71.8 0 -71.8 
P7 84.6 0 -84.6 
P8 76.8 0 -76.8 
P9 72.8 0 -72.8 
P10 70.6 0 -70.6 
P11 69.6 0 -69.6 
P12 70.6 0 -70.6 
P13 67.8 0 -67.8 
P14 87.4 0 -87.4 
Total Aggregation   -1041.0 
Table 6-6 The gap between the C.P.M and the S.P.P of the attributes of P-group of bank-1 (B-1), and the 
total aggregation of the gaps  
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As a result the gap analysis technique provides each attribute/service with a numerical 
value which is called the gap value. If this value is negative (-ve), the service provider is 
on the way to achieve the customer requirements, but has not yet (figure 6-2). It 
indicates that the service provider had a lack of resources and/or was not using these 
resources efficiently in order to implement the e-banking strategy successfully or in a 
proper way. This negative (-ve) gap value presents how far/close this attribute/service is 
from the customer requirements. The negative side indicates that the service provider is 
located to the left of the customer requirements (see figure 6-2). The smaller the gap 
value, the closer the service provider is to satisfying the customer requirements.  
If this gap value is positive (+ve) this indicates that the service provider had achieved 
the customer requirements at an early time (figure 6-2). This positive (+ve) gap value 
presents how far/close this attribute/service is from the customer requirements from the 
positive side, which indicates that the service provider is located to the right of the 
customer requirements, (see figure 6-2). The smaller the gap value, the closer the 
service provider is to the customer requirements which show that the service provider is 
more efficient in synchronising the delivery of the attributes/services with the customer 
requirements.  
  
 
 
 
 
 
 
 
 
Figure 6-2 The direction of the service provider in achieving the customer requirements 
 
 
Customer 
Requirements 
+ve value of aggregation: 
achieving the customer 
requirements at an early 
time  
-ve value of aggregation: on 
the way to achieve the customer 
requirements, but not yet 
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By compiling all the results of aggregations of all banks [B1, ...., B12], this will lead to 
table 6-7, which represents the values of aggregations for each group of e-banking 
channels for the whole bank sector (B-1 to B-12).  
 
 
 W O N H L P Total 
B-1 -367.8 -326 -823.8 -343.6 -546.6 -1041 -3448.8 
B-2 -301.4 -200.2 -365.8 -128.6 -846.6 -341.0 -2183.6 
B-3 -311.8 -310.0 -514.8 -95.6 +178.6 +159.0 -894.6 
B-4 -387.8 -366.0 -423.8 -46.4 -146.0 +159.0 -1211.0 
B-5 -176.8 -0.4 -448.8 -203.6 -846.6 +159.0 -1517.2 
B-6 -297.8 -361.0 -282.8 -78.6 -371.6 +226.0 -1165.8 
B-7 -393.8 +34.0 -648.8 +146.4 -271.6 -241.0 -1374.8 
B-8 -275.0 -107.0 -604.8 -528.6 -196.6 +59.0 -1653.0 
B-9 -189.8 -22.0 -456.8 -189.2 -546.6 +181.0 -1223.4 
B-10 -250.0 -66.0 -772.8 -179.6 -471.6 -791.0 -2531.0 
B-11 -27.8 -166.0 -898.8 -228.6 -846.6 -41.0 -2208.8 
B-12 -539.2 -141.0 -598.8 -453.6 -846.6 -491.0 -3070.2 
Table 6-7 The total aggregation of the whole groups for each bank  
 
 
The last column in table 6-7 represents the total aggregation number for the whole 
groups of each bank. The minimum number is -896.4 for bank-3 and the maximum 
number is -3448.8 for bank-1. Bank-1 is far away from the customer requirements. 
Bank-3 is the closest bank to the customer requirements. But, how can these numbers 
lead to assessing the e-banking strategy of the bank sector? Has bank-3 the most 
appropriate performance in implementing e-banking strategy? If so, the following 
questions come to mind: 
 How far is this number from the customer requirements? 
 Does this bank have the nearest position from the customer requirements for 
each single channel of e-banking channels? 
 Does this bank have the nearest position from the customer requirements for 
each single group of the e-banking channels? 
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 Does this bank have the nearest position from the customer requirements for 
each single attribute/service in each group of the e-banking channels? 
 Is this aggregation number the most appropriate number to minimise the gap 
between the customer requirements and the service provider capabilities? 
 If there is more than one bank having the same absolute value of aggregation in 
the same direction (or two different directions), then which bank of the two are 
we going to choose in order to nominate as the best performance bank in terms 
of e-banking channels? 
 Can we accept the performance characteristics of the e-banking channels of this 
bank to be a model for the rest of the banks to pursue? 
 Does this number reflect the best performance in utilising the available resources 
to have successful implementation of e-banking strategy? 
These questions are crucial for the process of assessing the e-banking strategy for the 
whole bank sector. At the bank level, the assessing process is to investigate if each bank 
is utilising the maximum capacity of the resources available to them in order to catch 
the customer requirements and to have a competitive advantage over other competitors 
in the bank sector.  
In reality the bank which fulfils all the answers to the above questions does not exist. In 
other words, a „theoretical‟ bank should be constructed which does fulfil the answers to 
the above questions.    
Initially, and from now on, this theoretical bank is going to be labelled as “composite 
bank” (C.B). The next section will demonstrate how to build this bank and the 
characteristics of this composite bank.  
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6.2 Composite Bank  
To capture the customer requirements, more resources should be deployed. But by 
moving the business organisation towards a position which is closer than the original 
one to the customer requirements, by utilising the available resources, has been 
relatively unexplored. This is the idea behind the composite bank. 
 
6.2.1Definition 
Composite bank is a bank which has the same e-banking channels, i.e. Internet-banking 
channel, mobile-phone banking channel and telephone-banking channel in terms of IVR 
or call centre, and their groups of attributes/services as any other bank in the bank sector 
in Jordan.  
6.2.2 Characteristics of the composite bank 
This composite bank has the following characteristics: 
 No physical location 
 No access through the Internet 
 No staff; managers or tellers, etc. 
It is a “virtual” bank. 
6.2.3 Purpose of the composite bank 
This composite bank is constructed: 
 To perform as the best bank in the bank sector within the available resources 
 To be a „bench mark‟ in the competitive environment of the bank sector 
6.2.4 Build the composite bank 
If the composite bank were a real physical bank, then the researcher would interview 
one or more managers to investigate the perspective of this bank as a service provider. 
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This would be by completing the fully structured questionnaire in order to prioritise the 
attributes/services from the perspective of the composite bank. Then this data would be 
compared to the customer perspectives in order to identify the gap between both 
perspectives, as would be done with any other bank in the bank sector. 
But this is not the case, so what is the mechanism for prioritising the attributes/services 
from the perspective of the composite bank? 
The following technique will do it the other way around, by starting with the gap value 
and moving in the reverse (opposite) direction.  
How? 
The roots of the composite bank are generated from all the other banks in the bank 
sector, which are represented by the twelve banks that participated in this study. These 
are the roots of the composite bank. 
The formula that calculated the gap between the S.P.P and C.P.M is: 
Gap  
= 
Service Provider Perspective (S.P.P) - Customer Perspective Mean (C.P.M) 
 
Having three main elements: 
1) The S.P.P value 
2) The C.P.M value  
3) The gap value 
The C.P.M. is a fixed value in this equation, because the customer perspective is the 
same for all the banks in the bank sector. The sample of the customers used in this work 
is representative of all the customers in the banking sector in Jordan. 
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If the S.P.P value is known, then the gap value can be calculated, and vice versa, if the 
gap value is identified, then the S.P.P value can be calculated. In other words, it is 
enough to know one element of these two elements to represent the attributes/services 
of the composite bank. If the S.P.P value is not available, the gap value can be used as a 
representative value for each attribute/service of the composite bank, because the gap 
value reflects the performance of the S.P.P. Therefore, a gap value will be allocated to 
each attribute/service in the composite bank.  
 
However, the idea behind developing a composite bank is based on choosing the 
best performance gap value for each attribute/service (x) among all the gap values 
of this attribute/service (x), then to allocate this gap value to be the gap value for 
this attribute/service (x) in the composite bank. This best performance gap value of 
this attribute/service (x) in the composite bank represents the best performance of 
the service provider for this specific attribute/service (x) in the bank sector. 
This is the general framework for choosing the gap value of each attribute/service (x) in 
the composite bank. The criteria for building the composite bank will be highlighted 
according to the direction of the values of the attributes/services.  The direction is either 
positive or negative: according to figure 6-2, where the negative sign means that the 
service provider has not achieve the customer requirements yet. Moreover, if all the 
values for attribute/service (x) are with a negative sign/direction, then the smallest 
absolute value, among all these values, is the nearest to the customer requirements from 
the negative side. It means that the bank with this value has the best capability, amongst 
all the others, to reach this point. In other words, this value represents the best 
performance value for this attribute/service (x). 
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On the other hand, the positive sign means that the service provider had achieved the 
customer requirements at an early time. Moreover, if all the values for attribute/service 
(x) are with a positive sign, then the smallest value among all these values is the nearest 
to the customer requirements from the positive side. It means that this service provider 
was the closest to synchronise the time to launch this attribute/service (x) with the 
customer requirements, and at least one bank had reached this point. 
More details will be demonstrated in the next section. 
6.2.5 Criteria for choosing the best performance values of the 
attributes/services of the composite bank 
Choosing the best performance values of the attributes/services for the composite bank 
is the same as identifying the best performance values for the gap between the customer 
requirements and the service provider among all these values in the bank sector. 
The gap values for the attributes/services could be one of the following: 
o For attribute/service (x), if all the banks in the bank sector have negative signs 
for the gap values of this attribute/service (x) then the smallest absolute value 
among all these values will be allocated as the gap value for this 
attribute/service (x) in the composite bank with negative sign. The smallest 
absolute gap value among the negative values means the nearest value to the 
customer requirements from the negative side, and this bank has the best 
resources and capabilities to get to this point.  For example, all the gap values of 
the attribute W21 in table 6-1 are negative. The smallest absolute value among 
these values is W21= -12.4 which belongs to bank-7 (B-7). This value will be 
allocated as the gap value for this attribute/service W21 in the composite bank. 
o For attribute/service (x), if there is at least one bank in the bank sector with a 
zero gap value for this attribute/service (x), then this zero score will be the gap 
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value for this attribute/service (x) in the composite bank.  A zero score is the 
fully matched point between both perspectives; the customer requirements and 
the service provider.   
o For attribute/service (x), if all banks in the bank sector have positive signs for 
the gap values of this attribute/service (x) then a zero score will be allocated as 
the gap value for this attribute/service (x) in the composite bank.  The 
reason for allocating the zero score to be the gap value for this attribute/service 
(x) in the composite bank is because: 
 
 
 
 
o For attribute/service (x), if all banks in the bank sector have positive and 
negative signs for the gap values of this attribute/service (x), then, the 
mechanism for choosing the best performance gap value for attribute/service (x),  
to be allocated as the gap value for this attribute/service (x) in the composite 
bank, is as follows: 
1) Identifying the minimum gap value among all the positive gap values for 
attribute/service (x), this represents the nearest position to the customer 
requirements for attribute/service (x) from the positive side. 
2) Identifying the best performance value among the negative gap values 
for attribute/service (x). This value represents the nearest position to the 
customer requirements for attribute/service (x) from the negative side. 
3) Calculating the difference between these two values. There are three 
cases: 
Our goal is to achieve the customer requirements when the customer is 
looking for this specific attribute/service (x), therefore synchronising 
the time of the service with the customer requirements. 
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 If the difference is zero, then, the zero score is the gap value 
which is going to be allocated as the gap value for this 
attribute/service (x) in the composite bank. 
 If the difference is positive, then the zero score is the gap value 
which is going to be allocated as the gap value for this 
attribute/service (x) in the composite bank. The justification 
behind this is the same as mentioned in the third case where our 
goal is to capture the customer requirements when the customer is 
looking for this specific attribute/service, i.e. synchronising the 
time of the service with the customer requirements. 
 If the difference is negative, then this negative value is the value 
which is going to be allocated as the gap value for this 
attribute/service (x) in the composite bank.   
 
As a result, the gap values of the attributes/services of the composite bank will have 
either zero or negative score. 
This entire process will enable the identification of the candidate gap values of the 
attributes/services of the composite bank according to the previous criteria. This will be 
presented in the next section. 
 
6.3 Candidate gap values for the 
attributes/services of the composite bank 
 
As twelve banks participated in this work, there will be twelve gap values for each 
attribute/service. This will lead to the construction of tables which have the gap values 
of the attributes/services for the groups of the e-banking channels (tables 6-8, 6-11, 6-
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14, 6-17, 6-20, and 6-23). The bold and underlined gap values in these tables are the 
candidate gap values for each attribute/service.  They are the closest to customer 
requirements for each attribute/service from both a positive and negative side. These 
values will then be inspected, according to the criteria mentioned in the previous 
section, in order to choose the appropriate gap values for the attributes/services of the 
composite bank. 
Internet banking channel 
W-group:  
Attribute (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) 
W1 -4.4 +15.6 -59.4 +15.6 +15.6 -6.4 -59.4 -59.4 +9.6 +15.6 +15.6 -59.4 
W2 -1.4 +18.6 +18.6 +18.6 +18.6 -3.4 -12.4 +18.6 +12.6 +18.6 +18.6 +18.6 
W3 -3.0 +17.0 +17.0 +17.0 +17.0 -5.0 -14.0 -58.0 +11.0 +17.0 +17.0 +17.0 
W4 -46.0 -4.0 +29.0 -71.0 -21.0 +7.0 +29.0 +29.0 -4.0 -14.0 +29.0 +29.0 
W5 -5.4 +14.6 +14.6 -35.4 +14.6 +14.6 -16.4 +14.6 -18.4 +14.6 +14.6 -35.4 
W6 -6.0 +14.0 +14.0 +14.0 +14.0 +14.0 -17.0 +14.0 -19.0 +14.0 +14.0 -36.0 
W7 -3.6 -33.6 -58.6 -33.6 +16.4 -58.6 -83.6 -58.6 -16.6 -83,6 -58.6 -33.6 
W8 -10.8 -40.8 -65.8 +9.2 +9.2 +9.2 -21.8 +9.2 -23.8 +9.2 -65.8 -40.8 
W9 -73.2 -73.2 -73.2 -73.2 -73.2 -73.2 -73.2 -73.2 -73.2 -73.2 -73.2 -73.2 
W10 +16.6 +36.6 +36.6 +36.6 +36.6 +36.6 +5.6 +36.6 +30.6 +36.6 +36.6 +36.6 
W11 -9.2 -2.2 -1.2 +10.8 -9.2 -2.2 -0.2 +30.8 -8.2 +9.8 +5.8 -2.2 
W12 -6.8 +0.2 +1.2 +13.2 -6.8 +0.2 +2.2 +33.2 -5.8 +12.2 +33.2 +0.2 
W13 -19.6 -12.6 -11.6 +0.4 -19.6 -12.6 -10.6 +20.4 -18.6 -0.6 +20.4 -126 
W14 -59.2 -59.2 +8.8 -34.2 0.0 +7.8 +9.8 -34.2 +1.8 -34.2 +40.8 +7.8 
W15 -87.4 -37.4 -87.4 -87.4 -87.4 -87.4 -87.4 -37.4 -26.4 -87.4 +12.6 -37.4 
W16 +19.6 +19.6 +19.6 +19.6 -19.6 +19.6 -11.4 -19.6 +19.6 +19.6 +19.6 -30.4 
W17 -59.4 -84.0 -30.4 -34.4 -84.4 -59.4 -59.4 -84.4 -6.4 -59.4 -84.4 -34.4 
W18 +17.0 +17.0 -3.0 -33.0 +17.0 -58.0 +17.0 -16.0 +17.0 -58.0 +17.0 -16.0 
W19 +12.8 -62.2 -7.2 -37.2 +12.8 +12.8 +12.8 +12.8 -15.2 -62.0 +12.8 -20.2 
W20 -1.0 -8.0 -11.0 -41.0 +9.0 +9.0 +9.0 +9.0 -19.0 +9.0 +9.0 -41.0 
W21 -37.4 -37.4 -62.4 -62.4 -37.4 -62.4 -12.4 -62.4 -37.4 -37.4 -62.4 -62.4 
Total -
367.8 
-
301.4 
-
311.8 
-
387.8 
-
176.8 
-
297.8 
-
393.8 -275 
-
189.8 -250 -27.8 
-
539.2 
Table 6-8 The gap values of the attributes/services of W-group for the whole bank sector and the total 
aggregation for each bank 
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The bold and underlined values in table 6-8 are extracted and gathered in table 6-9. The 
negative gap values represent that these gap values are the closest to the customer 
requirements but have not achieved these requirements yet. The positive gap values 
represent that the customer requirements had been achieved but the service provider did 
not synchronise these attributes/services with the customer requirements. 
 
 
Attribute Closest (–ve) 
gap value to 
C.R. 
Fully Match Closest (+ve) 
gap value to 
C.R. 
Suggested gap 
value for C.B. 
W1 -4.4  +9.6 0.0 
W2 -1.4  +12.6 0.0 
W3 -3.0  +11.0 0.0 
W4 -4.0  +7.0 0.0 
W5 -5.4  +14.6 0.0 
W6 -6.0  +14.0 0.0 
W7 -3.6  +16.4 0.0 
W8 -10.8  +9.2 -1.6 
W9 -73.2  ----- -73.2 
W10 -----  +5.6 0.0 
W11 -0.2  +5.8 0.0 
W12 -5.8  +0.2 -5.6 
W13 -0.6  +0.4 -0.2 
W14 ----- 0.0 ---- 0.0 
W15 -26.4  +12.6 -13.8 
W16 -11.4  +19.6 0.0 
W17 -6.4  ----- -6.4 
W18 -3.0  +17.0 0.0 
W19 -7.2  +12.8 0.0 
W20 -1.0  +9.0 0.0 
W21 -12.4  ------ -12.4 
Table 6-9 The closest negative and positive gap values to the customer requirements (C.R) of the 
attributes/services of W-group and the suggested gap values for these attributes of the composite bank 
(C.B.) 
 
 
The gap values, of the attributes/services of W-group for the composite bank, are 
extracted from table 6-9 and presented in table 6-10. 
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W1 0.0 W7 0.0 W13 -0.2 W19 0.0 
W2 0.0 W8 -1.6 W14 0.0 W20 0.0 
W3 0.0 W9 -73.2 W15 -13.8 W21 -12.4 
W4 0.0 W10 0.0 W16 0.0 Total -146.6 
W5 0.0 W11 0.0 W17 -6.4 
W6 0.0 W12 -5.6 W18 0.0 
Table 6-10 The gap values of the attributes/services of W-group for the composite bank and their total 
O-group:  
 
Attribute (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) 
O1 -55.2 +19.8 -26.2 -30.2 +19.8 -19.2 +19.8 +19.8 +19.8 +19.8 +19.8 +19.8 
O2 -65.4 -15.4 -36.4 -40.4 +9.6 -29.4 +9.6 +9.6 +9.6 +9.6 +9.6 +9.6 
O3 -65.8 -15.8 -36.8 -40.8 +9.2 -29.8 +9.2 +9.2 +9.2 +9.2 +9.2 +9.2 
O4 +9.2 +9.2 -10.8 -40.8 +9.2 -29.8 +9.2 -23.8 -65.8 +9.2 +9.2 -90.8 
O5 +0.8 +10.8 -25.2 -39.2 +10.8 -28.2 +10.8 +10.8 -17.2 +10.8 -14.2 +10.8 
O6 -81.2 -56.2 -56.2 -56.2 -56.2 -56.2 +18.8 -56.2 -9.2 +18.8 -81.2 +18.8 
O7 -85.6 -85.6 -85.6 -85.6 +14.4 -85.6 -60.6 -60.6 +14.4 -85.6 -60.6 -85.6 
O8 +17.2 -82.8 -32.8 -32.8 -17.2 -82.8 +17.2 -15.8 +17.2 -57.8 -57.8 -32.8 
Total -326 -216 -310 -366 -0.4 -361 +34 -107 -22 -66 -166 -141 
Table 6-11 The gap values of the attributes/services of O-group for the whole bank sector and the total 
aggregation for each bank 
 
The bold and underlined values in table 6-11 are extracted and gathered in table 6-12: 
 
Attribute -ve Fully Match +ve Suggested gap 
value 
O1 -19.2  +19.8 0.0 
O2 -15.4  +9.6 -5.8 
O3 -15.8  +9.2 -6.6 
O4 -10.8  +9.2 -1.6 
O5 -14.2  +0.8 -13.4 
O6 -9.2  +18.8 0.0 
O7 -60.6  +14.4 -46.2 
O8 -15.8  +17.2 0.0 
Table 6-12 The closest negative and positive gap values to the customer requirements (C.R) of the 
attributes/services of O-group and the suggested gap values for these attributes of the composite bank 
(C.B.)  
 
 
The gap values, of the attributes/services of O-group for the composite bank, are 
extracted from table 6–12 and presented in table 6-13. 
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O1 0.0 O6 0.0 
O2 -5.8 O7 -46.2 
O3 -6.6 O8 0.0 
O4 -1.6 Total -73.6 
O5 -13.4 
Table 6-13 The gap values of the attributes/services of O-group for the composite bank and their total 
 
N-group:  
 
Attribute (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) 
N1 +10.8 -6.2 -35.2 -39.2 +10.8 +10.8 +10.8 -22.2 +10.8 +11.8 -14.2 +10.8 
N2 -52.8 -52.8 -23.8 -27.8 +22.2 +0.2 -52.8 -52.8 -27.8 -77.8 -77.8 -77.8 
N3 +21.8 +21.8 -24.2 -28.2 +21.8 -0.2 +21.8 -11.2 -78.2 -78.2 -78.2 +21.8 
N4 -79.8 +20.2 -25.8 -29.8 +20.2 -1.8 -79.8 -54.8 -79.8 -79.8 +20.2 -79.8 
N5 -82.0 -32.0 -2.0 -32.0 -32.0 -32.0 -57.0 -15.0 +18.0 -57.0 -57.0 -57.0 
N6 -86.0 -86.0 -2.0 -36.0 -86.0 -61.0 -61.0 -86.0 -86.0 -86.0 -86.0 -86.0 
N7 -53.6 -28.6 -53.6 -28.6 -53.6 -22.6 -53.6 -11.6 -28.6 -53.6 -53.6 +21.4 
N8 -70.2 -45.2 -45.2 -20.2 -45.2 -45.2 -45.2 -3.2 -70.2 -70.2 -70.2 -70.2 
N9 -55.8 -30.8 -55.8 -30.8 +19.2 -24.8 -55.8 -13.8 -30.8 -80.8 -80.8 +19.2 
N10 -45.6 -20.6 -45.6 -20.6 -45.6 -3.6 -45.6 -3.6 -20.6 +29.4 -70.6 +29.4 
N11 -84.0 +16.0 -30.0 -34.0 -84.0 -6.0 -59.0 -84.0 -17.0 -84.0 -84.0 -84.0 
N12 -83.2 -33.2 -58.2 -33.2 -58.2 -58.2 -58.2 -83.2 -83.2 -83.2 -83.2 -83.2 
N13 -82.4 -57.4 -57.4 -32.4 -57.4 -57.4 -57.4 -82.4 +17.6 -82.4 -82.4 -82.4 
N14 -81.0 -31.0 -56.0 -31.0 -81.0 +19.0 -56.0 -81.0 +19.0 +19.0 -81.0 -81.0 
Total -
823.8 -365.8 
-
514.8 
-
423.8 -448.8 
-
282.8 
-
648.8 
-
604.8 -456.8 -772.8 -898.8 
-
598.8 
Table 6-14 The gap values of the attributes/services of N-group for the whole bank sector and the total 
aggregation for each bank 
 
The bold and underlined values in table 6-14 are extracted and gathered in table 6-15 
 
Attribute -ve Fully Match +ve Suggested gap 
value 
N1 -6.2  +10.8 0.0 
N2 -23.8  +0.2 -23.6 
N3 -0.2  +21.8 0.0 
N4 -1.8  +20.2 0.0 
N5 -2.0  +18.0 0.0 
N6 -2.0  ----- -2.0 
N7 -11.6  +21.4 0.0 
N8 -3.2  ----- -3.2 
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N9 -13.8  +19.2 0.0 
N10 -3.6  +29.4 0.0 
N11 -6.0  +16.0 0.0 
N12 -33.2  ----- -33.2 
N13 -32.4  +17.6 -14.8 
N14 -31.0  +19.0 -12.0 
Table 6-15 The closest negative and positive gap values to the customer requirements (C.R) of the 
attributes/services of N-group and the suggested gap values for these attributes of the composite bank 
(C.B.) 
 
The gap values, of the attributes of N-group for the composite bank, are extracted from 
table 6–15 and presented in table 6-16. 
 
N1 0.0 N7 0.0 N13 -14.8 
N2 -23.6 N8 -3.2 N14 -12.0 
N3 0.0 N9 0.0 Total -88.8 
N4 0.0 N10 0.0 
N5 0.0 N11 0.0 
N6 -2.0 N12 -33.2 
Table 6-16 The gap values of the attributes of N-group for the composite bank and their total 
 
Mobile phone banking channel: 
 
H-group 
 
Attribute (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) 
H1 -34.0 -34.0 +16.0 +16.0 +16.0 +16.0 +16.0 -84.0 -1.0 +16.0 -59.0 -59.0 
H2 -73.2 +1.8 -48.2 +26.8 -73.2 +26.8 +26.8 -48.2 -17.2 -73.2 -73.2 -48.2 
H3 -35.4 -10.4 -10.4 +14.6 +14.6 -10.4 +14.6 -85.4 -18.4 -2.4 +14.6 -60.4 
H4 -37.2 -12.2 -12.2 +12.8 +12.8 -12.2 +12.8 -87.2 -20.8 -4.2 +12.8 -62.2 
H5 -5.4 -35.4 -27.4 +14.6 -60.4 -35.4 +14.6 -85.4 -18.4 -2.4 +14.6 -60.4 
H6 -76.8 -26.8 +23.2 +23.2 -51.8 -51.8 +23.2 -76.8 -51.8 -51.8 -76.8 -51.8 
H7 -77.6 -2.6 -52.6 +22.4 -77.6 -27.6 +22.4 -77.6 -77.6 -77.6 -2.6 -52.6 
H8 -4.0 -9.0 +16.0 -84.0 +16.0 +16.0 +16.0 +16.0 +16.0 +16.0 -59.0 -59.0 
Total -
343.6 
-
128.6 -95.6 46.4 
-
203.6 -78.6 146.4 
-
528.6 
-
189.2 
-
179.6 
-
228.6 
-
453.6 
Table 6-17 The gap values of the attributes/services of H-group for the whole bank sector and the total 
aggregation of these gap values for each bank 
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The bold and underlined values in table 6-17 are extracted and gathered in table 6- 18 
 
Attribute -ve Fully Match +ve Suggested gap 
value 
H1 -1.0  +16.0 0.0 
H2 -17.2  +1.8 -15.4 
H3 -2.4  +14.6 0.0 
H4 -4.2  +12.8 0.0 
H5 -2.4  +14.6 0.0 
H6 -26.8  +23.2 -3.6 
H7 -2.6  +22.4 0.0 
H8 -4.0  +16.0 0.0 
Table 6-18 The closest negative and positive gap values to the customer requirements (C.R) of the 
attributes/services of H-group and the suggested gap values for these attributes of the composite bank 
(C.B.) 
 
The gap values, of the attributes/services of H-group for the composite bank, are 
extracted from table 6–18 and presented in table 6-19. 
 
H1 0.0 H6 -3.6 
H2 -15.4 H7 0.0 
H3 0.0 H8 0.0 
H4 0.0 Total -19.0 
H5 0.0 
Table 6-19 The gap values of the attributes/services of H-group for the composite bank and their total 
 
 
L-group: 
 
Attribute (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) 
L1 -54.6 -79.6 +20.4 +20.4 -79.6 +20.4 +20.4 +20.4 -54.6 +20.4 -79.6 -79.6 
L2 -52.0 -77.0 +23.0 +23.0 -77.0 -52.0 +23.0 +23.0 -52.0 +23.0 -77.0 -77.0 
L3 -41.2 -66.2 +33.8 +33.8 -66.2 -41.2 -41.2 +33.8 -41.2 -41.2 -66.2 -66.2 
L4 -37.0 -62.0 +38.0 +38.0 -62.0 -62.0 -37.0 +38.0 -37.0 -37.0 -62.0 -62.0 
L5 -42.0 -67.0 +33.0 -67.0 -67.0 -67.0 +33.0 -67.0 -42.0 -42.0 -67.0 -67.0 
L6 -43.0 -68.0 +32.0 -68.0 -68.0 -43.0 -43.0 -68.0 -43.0 -68.0 -68.0 -68.0 
L7 -44.4 -69.4 -44.4 -69.0 -69.4 -69.4 -69.4 -69.4 -44.4 -69.4 -69.4 -69.4 
L8 -45.8 -70.8 +29.2 +29.2 -70.8 +29.2 -45.8 +29.2 -45.8 -45.8 -70.8 -70.8 
L9 -47.2 -72.2 -72.0 -72.0 -72.2 -47.2 -47.2 -72.2 -47.2 -47.2 -72.2 -72.2 
L10 -46.0 -71.0 +29.0 -71.0 -71.0 -21.0 +29.0 -46.0 -46.0 -46.0 -71.0 -71.0 
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L11 -50.4 -75.4 +24.6 +24.6 -75.4 +24.6 -25.4 +24.6 -50.4 -50.4 -75.4 -75.4 
L12 -43.0 -68.0 +32.0 +32.0 -68.0 -43.0 -68.0 -43.0 -43.0 -68.0 -68.0 -68.0 
Total -
546.6 
-
846.6 178.6 -146 
-
846.6 
-
371.6 
-
271.6 
-
196.6 
-
546.6 
-
471.6 
-
846.6 
-
846.6 
Table 6-20 The gap values of the attributes/services of L-group for the whole bank sector and the total 
aggregation for each bank 
 
The bold and underlined values in table 6-20 are extracted and gathered in table 6- 21 
 
Attribute -ve Fully Match +ve Suggested gap 
value 
L1 -54.6  +20.4 -34.2 
L2 -52.0  +23.0 -29.0 
L3 -41.2  +33.8 -7.4 
L4 -37.0  +38.0 0.0 
L5 -42.0  +33.0 -9.0 
L6 -43.0  +32.0 -9.0 
L7 -44.4  ----- -44.4 
L8 -45.8  +29.2 -16.6 
L9 -47.2  ------ -47.2 
L10 -21.0  +29.0 0.0 
L11 -25.4  +24.6 -0.8 
L12 -43.0  +32.0 -11.0 
Table 6-21 The closest negative and positive gap values to the customer requirements (C.R) of the 
attributes/services of L-group and the suggested gap values for these attributes of the composite bank 
(C.B.) 
 
The gap values, of the attributes of L-group for the composite bank, are extracted from 
table 6-21 and presented in table 6-22. 
L1 -34.2 L7 -44.4 Total -208.6 
L2 -29.0 L8 -16.6 
L3 -7.4 L9 -47.2 
L4 0.0 L10 0.0 
L5 -9.0 L11 -0.8 
L6 -9.0 L12 -11.0 
Table 6-22 Represents the gap values of the attributes/services of L-group for the composite bank and 
their total 
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Telephone banking channel: 
P-group 
Attribute (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) 
P1 -78.4 -28.4 +21.6 +21.6 +21.6 +21.6 -53.4 +21.6 +21.6 -53.4 -78.4 -28.4 
P2 -74.0 -24.0 +26.0 +26.0 +26.0 +26.0 -49.0 +26.0 +26.0 -49.0 -74.0 -24.0 
P3 -76.2 -26.2 +23.8 +23.8 +23.8 +23.8 -51.2 +23.8 +23.8 -51.2 -76.2 -26.2 
P4 -69.6 -19.6 +30.4 +30.4 +30.4 +30.4 -44.6 +30.4 +30.4 -44.6 +30.4 -44.6 
P5 -70.8 -20.8 +29.2 +29.2 +29.2 +29.2 -45.8 +29.2 +29.2 -45.8 +29.2 -45.8 
P6 -71.8 -21.8 -71.8 -71.8 -71.8 -71.8 -46.8 -71.8 -21.8 -71.8 +28.2 -46.8 
P7 -84.6 -34.6 +15.4 +15.4 +15.4 +15.4 +15.4 -84.6 -13.6 -84.6 +15.4 -34.6 
P8 -76.8 -26.8 -76.8 +23.2 -76.8 +23.2 +23.2 +23.2 -76.8 -76.8 +23.2 -26.8 
P9 -72.8 -22.8 +27.2 +27.2 +27.2 +27.2 -47.8 +27.2 +27.2 -47.8 +27.2 -47.8 
P10 -70.6 -20.6 +29.4 +29.4 +29.4 +29.4 -45.6 +29.4 +29.4 -45.6 +29.4 -45.6 
P11 -69.6 -19.6 +30.4 +30.4 +30.4 +30.4 +30.4 +30.4 +30.4 -44.6 -69.6 -44.6 
P12 -70.6 -20.6 +29.4 +29.4 +29.4 +29.4 +29.4 +29.4 +29.4 -45.6 +29.4 -20.6 
P13 -67.8 -17.8 +32.2 +32.2 +32.2 -0.8 +32.2 -67.8 +32.2 -67.8 +32.2 -17.8 
P14 -87.4 -37.4 +12.6 -87.4 +12.6 +12.6 +12.6 +12.6 +13.6 -62.4 +12.6 -37.4 
Total -1041 -341 146.4 159 159 226 -241 59 181 -791 -41 -491 
Table 6-23 The gap values of the attributes/services of P-group for the whole bank sector and the total 
aggregation of these gap values for each bank 
The bold and underlined values in table 6-23 are extracted and gathered in table 6-24 
 
Attribute -ve Fully Match +ve Suggested gap 
value 
P1 -28.4  +21.6 -6.8 
P2 -24.0  +26.0 0.0 
P3 -26.2  +23.8 -2.4 
P4 -19.6  +30.4 0.0 
P5 -20.8  +29.2 0.0 
P6 -21.8  +28.2 0.0 
P7 -13.6  +15.4 0.0 
P8 -26.8  +23.2 -3.6 
P9 -22.8  +27.2 0.0 
P10 -20.6  +29.4 0.0 
P11 -19.6  +30.4 0.0 
P12 -20.6  +29.4 0.0 
P13 -0.8  +32.2 0.0 
P14 -37.4  +12.6 -24.8 
Table 6-24 The closest negative and positive gap values to the customer requirements (C.R) of the 
attributes/services of P-group and the suggested gap values for these attributes of the composite bank 
(C.B.) 
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The suggested gap values, of the attributes/services of P-group for the composite bank, 
are extracted from table 6–24 and presented in table 6-25. 
P1 -6.8 P7 0.0 P13 0.0 
P2 0.0 P8 -3.6 P14 -24.8 
P3 -2.4 P9 0.0 Total -37.6 
P4 0.0 P10 0.0 
P5 0.0 P11 0.0 
P6 0.0 P12 0.0 
Table 6-25 Represents the gap values of the attributes/services of P-group for the composite bank and 
their total 
 
6.4 Comparison between the composite bank and 
the bank sector 
The total aggregations of the gap values of the whole groups [W, O, N, H, L, and P] of 
the composite bank are presented in table 6-26. 
 
Group W O N H L P Total 
Total 
aggregation 
-146.6 -73.6 -88.8 -19.0 -208.6 -37.6 -574.2 
Table 6-26 The total aggregation of gap values for the groups of e-banking channels of the composite 
bank  
 
At the channels level, table 6-27 represents the total aggregation for each channel: 
 
Channel Internet 
banking 
Mobile phone 
banking 
Telephone 
banking 
Total 
Total 
aggregation 
W+O+N 
-309 
H+L 
-227.6 
P 
-37.6 
 
-574.2 
Table 6-27 The total aggregation of the gap values for the channels of the composite bank  
 
All the aggregations of the gap values of the groups: W, O, N, H, L, and P for all the 
banks are gathered in table 6-28. This is to compare the composite bank performance 
with the performance of the other banks. 
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 (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) 
W -367.8 -301.4 -311.8 -387.8 -176.8 -297.8 -393.8 -275 -189.8 -250 -27.8 -539.2 
O -326 -216 -310 -366 -0.4 -361 34 -107 -22 -66 -166 -141 
N -823.8 -365.8 -514.8 -423.8 -448.8 -282.8 -648.8 -604.8 -456.8 -772.8 -898.8 -598.8 
H -343.6 -128.6 -95.6 46.4 -203.6 -78.6 146.4 -528.6 -189.2 -179.6 -228.6 -453.6 
L -546.6 -846.6 178.6 -146 -846.6 -371.6 -271.6 -196.6 -546.6 -471.6 -846.6 -846.6 
P -1041 -341 146.4 159 159 226 -241 59 181 -791 -41 -491 
Total -
3448.8 
-
2199.4 -907.2 
-
1118.2 
-
1517.2 
-
1165.8 
-
1374.8 -1653 
-
1223.4 -2531 
-
2208.8 
-
3070.2 
Table 6–28 The total aggregations of gap values of the attributes/services for groups: W, O, N, H, L, and 
P  
 
The total aggregation of the gap values of the composite bank (as shown in table 6-27) 
is equal to -574.2. This number reflects the power of the competences of the bank sector 
to minimise the tension between the service provider and the customer. This number is 
the minimum aggregation compared with any bank in the bank sector and would 
indicate the best bank performance as it is closer to the customer requirements than any 
other bank. Although, this number is still far from the fully matched point between the 
customer perspective and the service provider perspective, it would, nevertheless, be the 
current target for all banks in the bank sector which should seek to mimic the composite 
bank by utilizing and/or using the available resources more effectively. To have the 
complete picture of to what extent this number is far away from the customer 
requirements, an index should be developed. This is based on comparing the current 
situation of the banks with the composite bank. This comparison is in terms of how 
far/close each bank in the bank sector is to the customer requirements. The next section 
will shed light on this index. 
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6.5 Index for evaluating the current situation of 
the banks in the bank sector 
 
The „index‟ concept is based on presenting the mismatch/tension between the banks in 
the bank sector (B1-B12) and the composite bank from one side and the 
mismatch/tension between the composite bank and the customer requirements from the 
other side, as shown in figure 6-3.  
 
 
 
 
 
 
 
Figure 6-3 The mismatch/tension between the bank sector and the composite bank from one side and the 
mismatch/tension between the composite bank and the customer requirements from the other side 
 
This index is going to be built by calculating the percentages of mismatching between 
each bank in the bank sector (B1- B12) and the composite bank, by using the following 
equation: 
 
Percentage of mismatch between bank Bi and the composite bank (C.B) 
= 
(Total aggregation of the gap values of bank Bi) – (Total aggregation of the gap values of 
(C.B) 
Divided by 
 (Total aggregation of the gap values of C.B)  
 
Where Bi = B1, B2, ----, B12. 
Bank 
Sector 
B1-B12 
 
Composite 
Bank 
 
Mismatch Mismatch 
Customer 
Requirements 
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For example the percentage of mismatch of bank-3 and the composite bank, (B3 had the 
nearest position to the customer requirements with a total aggregation of gap values of -
907.2), is: 
= (-907.2) – (-574.2)/ (-574.2) = 0.58  
This means that the mismatch/tension between bank-3 (which has the minimum 
aggregation number among all the banks) and the customer requirements is 58% more 
than the mismatch/tension between the composite bank and the customer requirements.  
Table 6-29 shows all the percentages of mismatching for all the banks (B1-to-B12). The 
range of percentages of mismatching is from B3 = 0.58 to B1 = 5.0. The percentages of 
mismatching in this table show clearly that all the banks are far away from the 
composite bank. 
Banks Total aggregation of the 
gap values for bank Bi 
Percentage of 
mismatching of bank Bi 
with the composite bank 
B-1 -3448.8 5.0 =500% 
B-2 -2199.4 2.83 =283% 
B-3 -907.2 0.58 =58% 
B-4 -1118.2  0.95 =95% 
B-5 -1517.2 1.64 =164% 
B-6 -1165.8 1.03 =103% 
B-7 -1374.8 1.39 =139% 
B-8 -1653.0 1.88 =188% 
B-9 -1223.4 1.13 =113% 
B-10 -2531.0 3.4 =340% 
B-11 -2208.8 2.85 =285% 
B-12 -3070.2 4.35 =435% 
Table 6-29 The total aggregation of gap values for the banks (B-1-to-B12) and the percentages of 
mismatching for each bank from the composite bank 
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To recap, the idea behind the composite bank is to utilize the available 
resources/capabilities within all the banks in the bank sector to implement the e-banking 
strategy successfully.  
However, one of the main goals of strategic planning is moving the current situation of 
the bank sector to a situation which is nearer to the customer requirements within the 
available resources. This point is the composite bank. This composite bank represents a 
bank which best utilizes its resources and capabilities available in the bank sector and 
does not spend more money than necessary. The composite bank could be considered as 
an intermediate position between the current situation of the bank sector and the 
customer requirements. The composite bank can facilitate the assessing process of the e-
banking strategy for each bank in the bank sector. In other words, the composite bank is 
used as a catalyst for the process of assessing the e-banking strategy. 
Therefore, to assess the current situation of the e-banking strategy for each bank, each 
attribute/service should be investigated individually. This will be achieved by building 
an assessment tool. The next section sheds light on this assessment tool.  
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6.6 Assessment tool 
 
This tool is constructed to be effective and easy to use. It presents the current situation 
of the performance of e-banking in any bank (Bi) in the bank sector, according to the 
customer requirements (C.R) and to the industry best practice (I.B.P). 
This tool is used as an alternative for all the tables with hundreds of numbers which 
represent the current situation of e-banking in any bank (Bi), into a meaningful picture 
where “one picture is worth a thousand words”. So, the strategic planners in the bank 
(Bi) can recognise clearly the current situation of their bank. 
6.6.1 Structure of the assessment tool 
There are three types of gaps which should be identified in order to build the assessment 
tool. 
Gap(1) is the gap between the service provider perspective (S.P.) and the customer 
requirements (C.R). 
Gap(2) is the suggested gap value for the composite bank which represents the proposed 
gap between the customer requirements (C.R) and the industry best practice (I.B.P). 
Gap(3) is the gap between the service provider perspective (S.P.) and the industry best 
practice (I.B.P). 
This tool is categorised into five vertical regions as showed in figures 6-4 to 6-10. The 
boundaries of these regions are presented in black bold vertical lines. These regions 
represent the matching zones between: 
 The service provider (S.P.) which refers to any bank (Bi), and the customer 
requirements (C.R) 
 The service provider (S.P.) which refers to any bank (Bi), and the Industry Best 
Practice (I.B.P) 
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All the perception scores measured for the importance of each attribute/service of the 
different e-banking channels from the customer perspective will be assigned in these 
regions. 
The first row in the assessment tool labels the regions as: 
1) „Extremely Not Important‟ for any score between 0 and less than 20 
2) „Not Important‟ for any score between 20 and less than 40 
3) „Neutral‟ for any score between 40 and less than 60 
4) „Important‟ for any score between 60 and less than 80 
5) „Extremely Important‟ for any score between 80 and less than 100 
 
These regions also represent the service provider perspective of the priority of these 
attributes/services of the different e-banking channels. The range of the scores for any 
attribute/service is from zero up to 100 points. It is presented in the second row of the 
assessment tool. 
The key for this tool is as follows: 
 The service provider perspective (S.P) is presented as a black vertical bold line. 
 The customer requirements (C.R) are presented as a red vertical bold line. 
 Industry Best Practice (I.B.P) is presented as a green vertical bold line. 
 The yellow area represents the gap/mismatch between the service provider (S.P.) 
and the customer requirements (C.R). This yellow area is located in more than 
one region; you cannot find yellow area in one region. It is located to the left of 
the customer requirements (C.R). 
 The red area represents the gap/mismatch between the service provider (S.P.) 
and the industry best practice (I.B.P). This red area is located in more than one 
region; you cannot find red area in one region. It is located to the left of the 
industry best practice (I.B.P). 
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 The purple area represents that the service provider (S.P.) is not synchronising 
the attribute/service with the customer requirements (C.R). The service provider 
is providing the attribute/service at an early time (before the customer is looking 
for this attribute/service). Also the purple area represents that the service 
provider is performing better than the industry best practice (I.B.P). This purple 
area is located in more than one region; you cannot find purple area in one 
region.  It is located to the right of the customer requirements (C.R) and to the 
right of the industry best practice (I.B.P). 
 The blue area represents the match between the customer requirements (C.R) 
and the service provider (S.P) perspectives. Also the blue area represents the 
match between the service provider (S.P) and the industry best practice (I.B.P) 
perspectives. This blue area is located in one and only one region; you cannot 
find blue area covering more than one region. It is located either to the right or 
to the left of the customer requirements (C.R) or industry best practice (I.B.P) 
within the same region. 
 Industry best practice (I.B.P) is the best performance for attribute/service (x) in 
terms of the best time for implementing this specific attribute/service (x) which 
had been achieved by at least one bank in the bank sector (i.e. the service 
provider is synchronising this attribute/service (x) with the customer 
requirements). This I.B.P has the following possible scenarios: 
 It is consistent with the customer requirements (C.R). The red vertical 
line is in line with the green vertical line. 
 There is a mismatch with the customer requirements (C.R). The green 
vertical line is to the left of the red vertical line (which represents the 
customer requirements). 
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 Each attribute/service (x) is presented in two horizontal bands; the upper band 
according to the customer requirements (C.R), and the lower band according to 
the industry best practice (I.B.P). 
 
6.6.2 Example: Current situation of bank-3 
 
The current situation for bank-3 is presented in tables 6-30 to 6-35. The assessment tool 
is going to be used to translate the numbers in these tables into the following figures: 
figure 6-4, figure 6-5, figure 6-6, figure 6-7, figure 6-8 and figure 6-9. 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap(1) 
= 
(S.P.P)- 
(C.P.M) 
Gap(2)  
proposed gap 
between the C.R 
and (I.B.P) 
Gap(3) 
between 
(S.P.P.) and 
(I.B.P)  
 
W1 84.4 25 -59.4 0.0 - 59.4 
W2 81.4 100 +18.6 0.0 +18.6 
W3 83.0 100 +17.0 0.0 +17.0 
W4 71.0 100 +29.0 0.0 +29.0 
W5 85.4 100 +14.6 0.0 +14.6 
W6 86.0 100 +14.0 0.0 +14.0 
W7 83.6 25 -58.6 0.0 - 58.6 
W8 90.8 25 -65.8 -1.6 - 64.2 
W9 73.2 0 -73.2 -73.2 0.0 
W10 63.4 100 +36.6 0.0 +36.6 
W11 69.2 68 -1.2 0.0 - 1.2 
W12 66.8 68 +1.2 -5.6 +6.8 
W13 79.6 68 -11.6 -0.2 - 11.4 
W14 59.2 68 +8.8 -33.4 +42.2 
W15 87.4 0 -87.4 -13.8 - 73.6 
W16 80.4 100 +19.6 0.0 +19.6 
W17 84.4 54 -30.4 -6.4 - 24.0 
W18 83.0 80 -3.0 0.0 -3.0 
W19 87.2 80 -7.2 0.0 -7.2 
W20 91.0 80 -11.0 0.0 -11.0 
W21 62.4 0 -62.4 -12.4 -50.0 
Table 6-30  The current situation of bank-3 for W-group  
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap(1) 
= 
(S.P.P)- 
(C.P.M) 
Gap(2) 
proposed gap 
between the C.R 
and (I.B.P) 
Gap(3) 
between 
(S.P.P.) and 
(I.B.P)  
 
O1 80.2 54 -26.2 0.0 - 26.2 
O2 90.4 54 -36.4 -5.8 - 30.6 
O3 90.8 54 -36.8 -6.6 - 30.2 
O4 90.8 80 -10.8 -1.6 - 9.2 
O5 89.2 64 -25.2 -13.4 - 11.8 
O6 81.2 25 -56.2 0.0 - 56.2 
O7 85.6 0 -85.6 -46.2 - 39.4 
O8 82.8 50 -32.8 0.0 - 32.8 
Table 6-31 The current situation of bank-3 for O-group 
 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap(1) 
= 
(S.P.P)- 
(C.P.M) 
Gap(2) 
proposed gap 
between the C.R 
and (I.B.P) 
Gap(3) 
between 
(S.P.P.) and 
(I.B.P)  
 
N1 89.2 54 -35.2 0.0 - 35.2 
N2 77.8 54 -23.8 -23.6 - 0.2 
N3 78.2 54 -24.2 0.0 - 24.2 
N4 79.8 54 -25.8 0.0 - 25.8 
N5 82.0 80 -2.0 0.0 - 2.0 
N6 86.0 84 -2.0 -2.0 - 2.0 
N7 78.6 25 -53.6 0.0 - 53.6 
N8 70.2 25 -45.2 -3.2 - 42.0 
N9 80.8 25 -55.8 0.0 - 55.8 
N10 70.6 25 -45.6 0.0 - 45.6 
N11 84.0 54 -30.0 0.0 - 30.0 
N12 83.2 25 -58.2 -33.2 - 25.0 
N13 82.4 25 -57.4 -14.8 - 42.6 
N14 81.0 25 -56.0 -12.0 - 44.0 
Table 6-32 The current situation of bank-3 for N-group 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap(1) 
= 
(S.P.P)- 
(C.P.M) 
Gap(2) 
proposed 
gap 
between 
the C.R 
and (I.B.P) 
Gap(3) 
between 
(S.P.P.) 
and (I.B.P)  
 
H1 84.0 100 +16.0 0.0 +16.0 
H2 73.2 25 -48.2 -15.4 - 32.8 
H3 85.4 75 -10.4 0.0 - 10.4 
H4 87.2 75 -12.2 0.0 - 12.2 
H5 85.4 58 -27.4 0.0 - 27.4 
H6 76.8 100 +23.2 -3.6 +26.8 
H7 77.6 25 -52.6 0.0 - 52.6 
H8 84.0 100 +16.0 0.0 +16.0 
Table 6-33 The current situation of bank-3 for H-group 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap(1) 
= 
(S.P.P)- 
(C.P.M) 
Gap(2) 
proposed 
gap 
between 
the C.R 
and (I.B.P) 
Gap(3) 
between 
(S.P.P.) 
and (I.B.P)  
 
L1 79.6 100 +20.4 -34.2 +54.6 
L2 77.0 100 +23.0 -29.0 +52.0 
L3 66.2 100 +33.8 -7.4 +41.2 
L4 62.0 100 +38.0 0.0 +38.0 
L5 67.0 100 +33.0 -9.0 +42.0 
L6 68.0 100 +32.0 -9.0 +41.0 
L7 69.4 25 -44.4 -44.4 - 44.4 
L8 70.8 100 +29.2 -16.6 +45.8 
L9 72.2 0 -72.0 -47.2 - 24.8 
L10 71.0 100 +29.0 0.0 +29.0 
L11 75.4 100 +24.6 -0.8 +25.4 
L12 68.0 100 +32.0 -11.0 +43.0 
Table 6-34 The current situation of bank-3 for L-group 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap(1) 
= 
(S.P.P)- 
(C.P.M) 
Gap(2) 
proposed 
gap 
between 
the C.R 
and (I.B.P) 
Gap(3) 
between 
(S.P.P.) 
and (I.B.P)  
 
P1 78.4 100 +21.6 -6.8 +28.4 
P2 74.0 100 +26.0 0.0 +26.0 
P3 76.2 100 +23.8 -2.4 + 26.2 
P4 69.6 100 +30.4 0.0 +30.4 
P5 70.8 100 +29.2 0.0 +29.2 
P6 71.8 0 -71.8 0.0 - 71.8 
P7 84.6 100 +15.4 0.0 +15.4 
P8 76.8 0 -76.8 -3.6 - 73.2 
P9 72.8 100 +27.2 0.0 +27.2 
P10 70.6 100 +29.4 0.0 +29.4 
P11 69.6 100 +30.4 0.0 +30.4 
P12 70.6 100 +29.4 0.0 +29.4 
P13 67.8 100 +32.2 0.0 +32.2 
P14 87.4 100 +12.6 -24.8 +37.4 
Table 6-35 The current situation of bank-3 for P-group 
 
The values of the gap(1), gap(2) and gap(3) in the previous tables are presented in the 
following figures: 
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 Extremely Not Important  Not Important  Neutral  Important  Extremely Important 
 0.0                    50                    100 
 W1        C.R.  
                        S.P.                 I.B.P. 
                                                  
                                                  
                                                           S.P.  
W2                                           C.R.    
                                I.B.P.   
                                                  
                                                  
                                                               S.P.  
W3                           C.R.     
                               I.B.P.   
                                                  
                                                  
                                                               S.P. 
W4                     C.R.   
                              I.B.P.  
                                                  
                                                 
                                                                 S.P. 
W5                                                   C.R.   
                                                         I.B.P.   
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W6                                                 C.P.   
                                                         I.B.P.   
                                            S.P.   
                                                  
W7                                         
                    S.P.                            C.R. 
                   S.P.                       I.B.P. 
                                                  
                                                  
W8                                         
                        S.P.               C.R. 
                        S.P.               I.B.P. 
                                                  
W9                                         
        S.P.                                                          
            C.R. 
                   I.B.P.        
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W10                                                       S.P. 
                                           C.R.    
                                         I.B.P.   
                                                  
                                                  
W11                                         
                                          S.P.          C.R. 
                                       I.B.P. 
                                                  
                                                  
W12                                         
                                            C.R.               S.P                 
                                      I.B.P.             
                                                  
                                                  
W13                                         
                                              S.P.                        C.R. 
                                                                      I.B.P. 
                                                  
                                                  
W14                                         
                                        C.R.                S.P             
                          I.B.P.              
                                                  
                                         
                                                                                               
214 
 
W15                                
                         S.P.                                
              C.R          
                               I.B.P. 
                                                  
                                                  
W16                                                  S.P. 
                                                 C.R.  
                                               I.B.P.  
                                                  
                                                  
W17                                         
                    S.P.                C.R. 
                                             I.B.P. 
                                                  
                                                  
W18                                         
                                          S.P.                 C.R. 
                                               I.B.P. 
                                                  
                                                  
W19                                         
                                            S.P.              C.R. 
                                            I.B.P. 
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W20                                      
                                              S.P.         C.R 
                                     I.B.P. 
W21                                           
                                 S.P.                                         
                          C.R.           
        I.B.P.                                  
                                                  
 
Figure 6-4: The current situation of group-W for bank-3, with respect to the customer requirements (C.R.) and the industry best practice (I.B.P.) 
 
 
 
 
Extremely Not Important Not Important Neutral Important Extremely Important 
     0.0  50                             100 
O1                                         
                    S.P.                               C.R. 
                                                  I.B.P. 
O2                                         
                    S.P.                C.R. 
                                I.B.P.   
O3                                         
                    S.P.                C.R 
                                I.B.P. 
O4                                         
                              S.P.             C.R. 
                                           I.B.P.  
216 
 
O5                                         
                         S.P.              C.R   
                             I.B.P.  
O6                                         
     S.P.                                 C.R. 
                                 I.B.P. 
O7                                         
                              S.P.                                         
            C.R. 
 I.B.P.   
O8                                         
                    S.P.                         C.R. 
                                         I.B.P. 
                                                  
                                                  
 
Figure 6-5: The current situation of group-O for bank-3, with respect to the customer requirements (C.R.) and the industry best practice (I.B.P.) 
 
 
 
Extremely Not Important Not Important Neutral Important Extremely Important 
    0.0  50                                   100 
N1                                         
                          S.P.             C.R    
                                 I,B.P 
N2                                         
                    S.P.                   C.R. 
                                          I.B.P.   
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N3                                         
                    S.P.                       C.R. 
                                        I.B.P. 
N4                                         
                    S.P.                      C.R. 
                                       I.B.P. 
N5                                         
                                S.P.                C.R. 
                                              I.B.P. 
N6                                         
                                   S.P.              C.R. 
                                                I.B.P.  
N7                                              
     S.P.                  C.R.     
                   I.B.P.     
N8                                              
     S.P.               C.R.           
                  I.B.P.        
N9                                              
     S.P.                 C.R.    
                    I.B.P.    
N10                                              
     S.P.                  C.R.       
             I.B.P.       
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N11                                              
                    S.P.                        C.R. 
                                        I.B.P. 
N12                                              
     S.P.                         C.R. 
        I.B.P.          
N13                                              
     S.P.      C.R. 
        I.B.P.   
N14                                              
     S.P.      C.R. 
                  I.B.P        
 
Figure 6-6: The current situation of group-N for bank-3, with respect to the customer requirements (C.R.) and the industry best practice (I.B.P.) 
 
 
 
Extremely Not Important Not Important  Neutral   Important Extremely Important 
    0.0                  50                               100 
H1                                      S.P. 
                                    C.R.   
                                    I.B.P.   
H2                                              
     S.P.      C.R.      
                         I.B.P.       
H3                                              
                              S.P.             C.R. 
                                         I.B.P. 
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H4                                              
                              S.P.        C.R. 
                                     I.B.P. 
H5                                              
                        S.P.             C.R. 
                                      I.B.P. 
H6                                              
                                        S.P. 
                              C.R.   
                              I.B.P.   
H7                                              
     S.P.      C.R.     
                    I.B.P.     
                                                  
H8                                        S.P. 
                                   C.R.   
                                   I.B.P.   
                                                  
 
Figure 6-7: The current situation of group-H for bank-3, with respect to the customer requirements (C.R.) and the industry best practice (I.B.P.) 
 
 
Extremely Not Important  Not Important  Neutral  Important Extremely important 
     0.0    50                                   100 
L1                                              
                                             S.P. 
                                   C.R.  
                I.B.P.   
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L2                                         S.P. 
                                C.R.   
                I.B.P.   
                                                  
L3                                        S.P. 
                          C.R.    
                           I.B.P.   
                                                  
L4                                        S.P. 
                        C.R.    
                        I.B.P.   
                                                  
L5                                        S.P. 
                          C.R.    
                      I.B.P.  
                                                  
L6                                              
                                            S.P. 
                          C.R.    
                      I.B.P.  
                                                  
L7                                              
     S.P.       C.R             
                I.B.P        
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L8                                        S.P. 
                              C.R.   
                    I.B.P.  
                                                  
L9                                              
S.P.                    C.R.           
               
 I.B.P.                            
                                                  
L10                                         S.P. 
                              C.R.   
                              I.B.P.  
                                                  
L11                                        S.P. 
                              C.R.   
                              I.B.P.  
                                                  
L12                                        S.P. 
                          C.R.    
                    I.B.P.  
 
Figure 6-8: The current situation of group-L for bank-3, with respect to the customer requirements (C.R.) and the industry best practice (I.B.P.) 
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Extremely Not Important Not Important Neutral  Important  Extremely Important 
     0.0  50                               100 
P1                                         S.P. 
                              C.R.    
                              I.B.P.   
                                                  
P2                                         S.P. 
                              C.R.   
                              I.B.P.  
                                                  
P3                                         S.P. 
                              C.R.   
                              I.B.P.  
                                                  
P4                                         S.P. 
                              C.R.   
                              I.B.P.  
                                                  
P5                                         S.P. 
                              C.R.   
                              I.B.P.  
                                                  
                                                  
                                                  
                                                  
223 
 
P6                                              
             S.P.                                              
                   C.R.         
                 I.B.P.        
                                              
P7                                        S.P. 
                                    C.R.   
                                    I.B.P.   
                                                  
P8                                              
                     C.R.    
                             I.B.P.     
             S.P                                              
P9                                         S.P. 
                              C.R.   
                              I.B.P.  
                                                  
P10                                        S.P. 
                              C.R.   
                              I.B.P.  
                                                  
P11                                         S.P. 
                              C.R.   
                              I.B.P.  
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P12                                         S.P. 
                              C.R.   
                              I.B.P.  
                                                  
P13                                         S.P. 
                              C.R.   
                             I.B.P.  
                                                  
P14                                        S.P. 
                                    C.R.  
                     I.B.P.  
 
Figure 6-9: The current situation of group-P for bank-3, with respect to the customer requirements (C.R.) and the industry best practice (I.B.P.) 
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6.6.3 Discussion 
This assessment tool has translated all the numbers of the gap analysis into coloured 
figures, in order for bank-3 (as an example) to recognise its own current position 
regarding the customer requirements (C.R) and to the industry best practice (I.B.P). 
However, how can the strategic planners in the bank make appropriate and required 
operational changes to improve the performance of e-banking channels at the 
operational level within the available resources? In other words: 
o Which group of attributes/services of e-banking channels should the bank 
examine first when making the required changes? 
o When is the best time to do these required changes? 
o What are the required changes to have successful implementation of e-banking 
strategy? 
This leads to the development of a „working sheet‟ to pave the way for the strategic 
planners in the bank to develop the right decisions to minimise the tension between the 
customer and the service provider perspectives and to improve the performance of the e-
banking strategy. 
This „working sheet‟ has two groups of attributes/services labelled as a matching group 
and a mismatching group. The strategic planners in the bank should categorise the 
outputs of the assessment tool into these two groups. 
The matching group includes the attributes/services which indicate that the service 
provider (S.P) and the customer requirements (C.R) are located in the same region in 
the assessment tool. In other words, the performance of the service provider (S.P) is 
matched with the customer requirements (C.R). This group of attributes/services has 
two sets: 
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1) The first set is labelled as “well-done”. In this set the S.P and the C.R exist in 
the same region in the assessment tool. The service provider (S.P) is performing 
the same as the industry best practice (I.B.P), because both of them are located 
in the same region in the assessment tool.   
2) The second set is labelled as “well-done-plus”. In this set the S.P and the C.R 
exist in the same region in the assessment tool, but the service provider (S.P) is 
performing better than the industry best practice (I.B.P). 
These attributes/services are presented in the figures of the assessment tools in blue 
areas. For example, figure 6-10 represents that the customer requirements (C.R) and the 
service provider (S.P) are located in the same region for attribute/service P7 of B-3. The 
service provider (S.P) is located to the right of the customer requirements (C.R). This 
means that the service provider (S.P) had encompassed the customer requirements (C.R) 
at an early time.  
 
              S.P. 
      C.R.   
Figure 6-10 The service provider (S.P) is located to the right of the customer requirements (C.R) and 
both of them are in the same region for attribute/service P7 of B-3 
 
 
There is no point in mentioning this because both of them are located in the same region 
(matching). For example in figure 6-11, where the service provider (S.P) is located to 
the left of the customer requirements (C.R) but both of them are in the same region (i.e. 
matching): 
 
                    
     S.P.              C.R. 
Figure 6-11 The service provider (S.P) is located to the left of the customer requirements (C.R) and 
both of them are in the same region for attribute/service N6 of B-3 
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There is no point to mention that the service provider is either located to the left or to 
the right of the customer requirements because both of them are in the same region and 
are matching.  
The next step is to look at the industry best practice (I.B.P). If the industry best practice 
(I.B.P), the service provider (S.P) and the customer requirements (C.R) exist in the 
same region in the assessment tool, there is no point to mention whether that the service 
provider is performing better than the (I.B.P), as in figure 6-12, or less than the I.B.P, as 
in figure 6-13, because all of them are located in the same region (i.e. matching). In both 
cases the colour of the area between the service provider (S.P) and the industry best 
practice (I.B.P) is blue. 
 
              S.P. 
      C.R.   
      I.B.P.   
                    
Figure 6-12 The S.P is to the right of the I.B.P and both of them, along with the C.R, exist in the same 
region for attribute/service P7 of B-3 
 
  S.P.                C.R. 
                I.B.P. 
Figure 6-13 The S.P is to the left of the I.B.P and both of them, along with the C.R, exist in the same 
region for attribute/service N5 of B-3 
 
The blue areas such as in figures 6-12 and 6-13 mean the best performance of the 
service provider (S.P) for this specific attribute/service regarding the customer 
requirements (C.R) and the industry best practice (I.B.P). Moreover, if the 
attribute/service is blue regarding the customer requirements (C.R) and purple regarding 
the industry best practice (I.B.P), then this specific attribute/service is going to be 
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assigned in the “well-done-plus” set in the “working sheet”, for example, figure 6-14. 
The “well-done-plus” set represents all the attributes/services in which that the service 
provider (S.P) had matched the customer requirements (C.R), but the performance of 
the S.P is better than the performance of the I.B.P. The purple colour indicates that the 
service provider (S.P) is performing better than the industry best practice (I.B.P). 
 
                        S.P. 
                    C.R.  
     I.B.P.  
Figure 6-14 The attribute/service P14 of B-3 which belongs to “well-done-plus” group  
 
The second group is the mismatching group and is categorised into two subgroups. 
The first subgroup includes the attributes/services in which the performance of the 
service provider (S.P) exceeds the customer requirements (C.R) (in terms of achieving 
the customer requirements at an early time).  These attributes/services are presented in 
purple in the assessment tool, for example figure 6-15. This subgroup is going to be 
labelled as “stop-excel”, because these specific attributes/services in this subgroup need 
no more efforts (resources) to be developed. Therefore, the service provider (S.P) 
should stop here.  
 
               S.P. 
C.R.   
Figure 6-15 The service provider (S.P.) is to the right of the customer requirements (C.R) and both of 
them exist in two different regions for attribute/service P12 of B-3 
 
 
If the service provider (S.P) is performing better than the (I.B.P), then the area between 
the S.P and the I.B.P is also coloured purple. Here, the S.P has exceeded the I.B.P, for 
example figure 6-16. 
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               S.P. 
C.R.   
I.B.P.  
Figure 6-16 The service provider (S.P.) is to the right of both the customer requirements (C.R) and the 
industry best practice (I.B.P) for attribute/service P12 of B-3 
 
 
As a result, if the attribute/service has two parallel purple bands, as in figures 6-16, then 
this attribute/service will be assigned to the “stop-excel” subgroup in the working sheet. 
The second subgroup is labelled as “Focus-here” and includes all the attributes/services 
where the service provider (S.P) has not encompassed the customer requirements (C.R) 
yet. In this case, the service provider (S.P) is located to the left of the customer 
requirements (C.R), where both of them exist in two different regions. The area between 
the service provider (S.P) and the customer requirements (C.R) is presented in yellow in 
the assessment tool, for example, figure 6-17.  
 
                              
    S.P.             C.R. 
Figure 6-17 The service provider (S.P.) is to the left of the customer requirements (C.R) and both of 
them exist in two different regions for attribute/service H5 of B-3 
 
 
This “Focus-here” subgroup has two sets of attributes: 
1) The first set has all the attributes/services where the service provider (S.P) has 
not encompassed the customer requirements (C.R) and the service provider (S.P) 
is performing less than the industry best practice (I.B.P). So, any 
attribute/service which have yellow and red bands will be assigned to this set, 
example figure 6-18. This set is labelled as “Less performance than I.B.P”. 
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     S.P.             C.R. 
                  I.B.P. 
Figure 6-18 The service provider (S.P) does not achieve the customer requirements (C.R) and the 
performance of the service provider (S.P) is less than the performance of the I.B.P for the attribute/service 
H5 in bank-3 
 
2) The second set has all the attributes/services where the service provider (S.P) 
has not encompassed the customer requirements (C.R) and the performance of 
the service provider (S.P) is equal to the performance of the industry best 
practice (I.B.P), for example figure 6-19. This set is labelled as “Equal 
performance with I.B.P” 
                              
S.P.                   C.R. 
                      I.B.P.   
Figure 6-19 The service provider (S.P) does not achieve the (C.R) and the performance of the 
service provider (S.P) is the same as the performance of the (I.B.P) for the attribute/service N2 in 
bank-3 
 
To summarise, the following flow chart will facilitate the extraction of the 
attributes/services from the assessment tool and assigning them into the “working sheet” 
figure 6-20. 
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Figure 6-20 Flow chart for assigning the attributes/services into the work sheet 
 
 
 
 Blue Area 
between (S.P) 
& (C.R) 
Purple Area 
between (S.P) 
& (C.R) 
 
Yellow Area 
between (S.P) 
& (C.R) 
 
Assign it to 
“Well-done” 
Assign it to 
“Well-done-
plus” 
 
Assign it to 
“Stop-excel” 
 
Blue area 
between 
(S.P)&(I.B.P) 
Purple Area between 
(S.P)&(I.B.P) 
 
Purple area 
between 
(S.P)&(I.B.P) 
Red area between 
(S.P)&(I.B.P) 
Less performance than (I.B.P) 
If (S.P) = (I.B.P) 
Equal performance with 
(I.B.P) 
 
Assign it to “Focus-here” 
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The following “working sheet” (figure 6-21) summarises the whole discussion for bank-3: 
Matching group Mismatching group 
“Well-done” “Stop-excel” “Focus-here” 
W O N H L P 
2 4 5 1 - 7 
3 - 6 8 - - 
5 - - - -  
6 - - - - - 
11 - - - - - 
12 - - - - - 
13 - - - - - 
16 - - - - - 
18 - - - - - 
19 - - - - - 
20 - - - - - 
 
“Well-done-plus” 
W O N H L P 
W O N H L P 
4 - - 6 2 1 
10 - - - 3 2 
- - - - 4 3 
- - - - 5 4 
- - - - 6 5 
- - - - 8 9 
- - - - 10 10 
- - - - 11 11 
- - - - 12 12 
- - - - - 13 
 
Less performance than 
(I.B.P) 
W O N H L P 
1 1 1 2 9 6 
7 2 3 3 - 8 
8 3 4 4 - - 
15 5 7 5 - - 
17 6 8 7 - - 
21 7 9 - - - 
- 8 10 - - - 
- - 11 - -  
- - 12 - - - 
- - 13 - - - 
- - 14 - - - 
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14 - - - 1 14 
 
Equal performance 
with (I.B.P) 
W O N H L P 
9 - 2 - 7 - 
 
 
 
Figure 6-21 The “working sheet” for bank-3 
The sub-group, “Focus-here”, is crucial and it needs focus and more concentration from 
the service provider (S.P) in order to make the right decisions to improve the 
performance of these specific attributes/services. 
Therefore, the service provider (S.P) should start with this subgroup and do the 
following actions: 
 A team of specialist employees in the bank should be composed to 
participate in a brain storming session. The members of this team are from 
the related departments; e-banking unit, operations, marketing, IT, etc.  
 The team should start with the first set of the “Focus-here” subgroup which 
is the “Less performance than I.B.P” set. The team should have a list of 
definitions of these attributes/services (See appendix-D).  
 The team should look at the first set of attributes/services, i.e. “less 
performance than the I.B.P”, and then identify the group of 
attributes/services which has the largest number of attributes/services to be 
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discussed first. This group is considered as the worst performance group of 
e-banking channels.  
 The team should go back to the assessment tool and verify in which regions 
are the service provider (S.P) and the customer requirements (C.R) 
positions for each specific attribute/service. The team should also clarify 
the definition of each attribute/service.  
 The head of the team should ask: are we satisfied with this position of our 
bank regarding the customer requirements for this attribute/service? If the 
answer is “yes” then stop, if the answer is “no” then keep going. This will 
be applied for each attribute/service individually in this set. 
 The head of the team should ask: do we have the ability (in terms of the 
available resources) to improve our performance? If the answer is “yes”, 
then do it. If the answer is “no”, then put it on your agenda to be discussed 
in the future. 
 When the head of the team has finished discussing the first set of 
attributes/services, he/she should then move to discuss the second set: 
“Equal performance with (I.B.P)” in the same way as they did with the first 
set. 
 The head of the team should now move to the other subgroup of the 
mismatching group: “Stop-excel”, this subgroup presents the 
attributes/services that encompass the customer requirements at an early 
time and the performance of the service provider (S.P) is better than the 
(I.B.P). 
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 The team should have a list of the definitions of these attributes/services 
(Appendix-D).   
 Look at this set of attributes/services, and then identify the group of 
attributes/services which have the largest number of attributes/services to 
be discussed first. 
 Go back to the assessment tool and verify in which regions are the service 
provider (S.P) and the customer requirements (C.R) positions for each 
specific attribute/service. The team should also clarify the definition of 
each attribute/service. 
 The head of the team should ask: are we satisfied with the position of our 
bank regarding the customer requirements for this attribute/service? If the 
answer is “yes” then stop, if the answer is “no” then keep going. This will 
be applied for each attribute/service individually. 
 The head of the team should ask: can we move part of the resources which 
employed in this specific attribute/service to improve the performance of 
other attributes/services? If the answer is yes, then do it, if the answer is no 
then leave it. 
By the end of this flow you create two new sets of attributes/services: 
1) The first new set of attributes/services consists of two parts: the first 
part is the attributes/services which have moved from the “Focus-
here” mismatching subgroup to be in the “Well-done” set of 
matching group by utilising the available resources. The second part 
is the attributes/services which have moved from the “Stop-excel” 
mismatching subgroup to be in the “Well-done” set of matching 
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group by removing part of the resources from the “Stop-excel” 
mismatching subgroup. 
2) The second new set of attributes/services have moved from the 
“Focus-here” mismatching subgroup to be places on the agenda of 
the service provider in order to be discussed in the future. 
 Keep revising the previous procedures for any opportunities in the future to 
improve e-banking performance. 
As a result, the “Focus-here” mismatching subgroup has been decomposed and made 
smaller. Also the “Stop-excel” mismatching subgroup has been shrunk. 
The fruits of this “working sheet” have been delivered in terms of the fact that the 
questions which rose at the beginning of this section have been answered. The first 
question was: which group of attributes/services of e-banking channels should the bank 
start first to do the required changes? The “working sheet” has organized the sets of 
attributes/services in a proper manner to facilitate a way for the strategic planners in the 
bank not just to start with the most important set of attribute/services, but also to start 
with the most important e-banking group inside that set in order to make the required 
changes in the e-banking strategy. 
The second question was: when is the best time to do these required changes? The 
“working sheet” urges the strategic planners in the bank to start doing the required 
changes as soon as possible if the resources are available or if there is the ability for 
moving the resources from one attribute/service to another. The best time to do the 
required changes is either now under the current circumstances or to be reviewed in the 
near future. 
The last question was; what are the required changes to have successful implementation 
of e-banking strategy? If the strategic planners in the bank have adopted the concepts of 
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the assessment tool and the “working sheet”, then dramatic changes will happen in the 
e-banking strategy. 
As a result an executive summary about the current situation of bank-3 should be 
written. This will be in the next section. 
6.6.4 Executive summary for bank-3 
This executive summary is based on the “working sheet” before composing the brain 
storming session and it is categorised regarding the e-banking channels and their 
groups: 
Internet-banking channel 
W-group 
This group represents the static/ informative website for the bank. There are 7 out of 21 
attributes/services which are not performing well in terms of encompassing the 
customer requirements (C.R) and 6 out of 7 of these attributes/services are performing 
less than the industry best practice (I.B.P). They are categorised in the set of „Less 
performance than I.B.P‟ in the “Focus-here” mismatching group in the “working sheet”. 
Regarding the high pace of technology, it is now the norm to have an informative 
website for a bank which matches utmost to the customer requirements.  All the bank 
needs to do is to concentrate on this group and restructure the website again to match 
the customer requirements. This can be done within the available resources. 
O-group  
This group represents the dynamic/interactive website for the bank. It represents the 
interaction between the users (customers and none customers) of the bank‟s website and 
the back office operations in the bank. This group of attributes/services paves the way 
for the bank to attract more customers who are potential customers for Internet banking. 
So, if this group of attributes/services is not activated properly, as is the situation in this 
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bank-3, then this will repel those customers. To trigger this group, the staff of the e-
banking unit should be re-trained. In other words, the staff of the back office operations 
should be qualified to follow up the enquiries of the users of the bank‟s website. 
N-group 
This group represents the internet banking system for the bank. Only the customers of 
the bank who are registered on the internet banking system can benefit from the 
attributes/services of this group. Although, there are customers who are registered on 
this internet banking system, the performance of this bank-3, is very poor. This bank-3 
should be aware of this and take into consideration this group of customers. Otherwise, 
those customers may start banking with other banks in order to fulfil their desires in 
terms of using internet banking systems. 
Mobile phone banking channel 
H-group 
This group represents push SMS messages. Push SMS messages are messages which 
are pushed from the bank to their registered customers, informing them about specific 
information about their accounts. This bank-3 is not performing well towards the 
customers who are registered on this type of mobile phone banking. Although, the 
proliferation of mobile phones among customers of the bank is very wide in Jordan, this 
bank-3 does not benefit from this advantage. 
 
L-group   
This group represents pull SMS messages. Pull SMS messages are messages which are 
sent by the customers to the bank to activate the database of the bank to perform the 
required transactions on their accounts. This bank-3 is not just performing extremely 
well within this group of mobile phone banking but it excels on the competitors. This 
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„surpassing‟ should be stopped because there are few customers who are registered on 
this type of mobile phone banking.  
Telephone banking channel 
P-group 
This group represents the telephone banking channel in terms of integrated voice 
response (IVR) or call centre. This bank-3 is not just performing extremely well within 
this group of telephone banking but it excels on the competitors. Likewise this 
„surpassing‟ should be diminished because there are few customers who are interested 
in this type of telephone banking. 
 
To recap, more concentration on the internet banking channel, specifically in the O-
group and N-group, should be considered. A balance between the two groups of mobile 
phone banking channels, H-group and L-group, should also take place. Lastly, this 
bank-3 should stop excelling through the telephone banking channel. 
  
6.7 Further analysis 
There are four main factors, F1, F2, F3 and F4, which are generated from this 
assessment tool to assess the e-banking strategy in any bank in the bank sector of 
Jordan. These factors are going to be labelled as F-factors. 
The definitions of these F-factors are: 
 F1: represents the area to the left of the customer requirements (C.R). This area 
could be coloured in yellow if both the S.P and the C.R are located in two 
different regions in the assessment tool. Also, this area could be coloured in blue 
if both the C.R and the S.P are located in the same region in the assessment tool.  
240 
 
 F2: represents the area to the right of the customer requirements C.R. This area 
could be coloured in purple if both the S.P and the C.R are located in two 
different regions in the assessment tool. Also, this area could be coloured in blue 
if both the C.R and the S.P are located in the same region in the assessment tool.  
 F3: represents the area to the left of the industry best practice I.B.P. This area 
could be coloured in red if both the S.P and the I.B.P are located in two different 
regions in the assessment tool. Also, this area could be coloured in blue if both 
the I.B.P and the S.P are located in the same region in the assessment tool 
 F4: represents the area to the right of the industry best practice (I.B.P). This area 
could be coloured in purple if both the S.P and the I.B.P are located in two 
different regions in the assessment tool. Also, this area could be coloured in blue 
if both the I.B.P and the S.P are located in the same region in the assessment 
tool. 
 
Before proceeding on any further analysis on these factors, the following definitions 
should be taken into consideration: 
Gap(1) is the gap between the service provider perspective (S.P.P.) and the customer 
requirements (C.R). 
Gap(2) is the suggested gap value for the composite bank which represents the proposed 
gap between the C.R and the I.B.P. 
Gap(3) is the gap between the service provider perspective (S.P) and the I.B.P. 
The columns of gap(1) and gap(2) will be extracted from tables 6-30 up to 6-35 and 
categorised into the following tables: 6-36 up to 6-41, according to the following 
criteria: 
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 If gap(1) has negative value then this value represents F1. 
 If gap(1) has positive value then this value represents F2. 
If gap(2) has zero value then the value of gap(3) is the same as gap(1), then: 
 If gap(1) has negative value then this value represents F3. 
 If gap(1) has positive value then this value represents F4. 
If gap(2) has negative value and gap (1) has negative value then: 
 The value of gap(3) is the value of the difference between the absolute value of 
gap(1) and gap(2), and it represents F3 with negative sign. 
If gap(2) has negative value and gap (1) has positive value then: 
 The value of gap(3) is the value of the sum of the absolute value of both gap(2) 
and gap(1) and it represents F4 with positive sign. 
All the previous details are presented in figure 6-22. 
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Figure 6-22 The flow chart for delivering the F-factors: F1, F2, F3 and F4 
  
 
Gap (1) Gap (2) 
 
-ve +ve 
F1 F2 
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F3 
-ve +ve 
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+ve 
-Gap(3) = Gap (2)  –  Gap (1) 
+Gap(3)=  Gap (2)  +  Gap (1) 
 
F4 F3 
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The result is the following tables which presents clearly the values of the F-factors for 
each attribute/service. Each attribute/service has two values, either F1and F3, or F2 and 
F4. The total for each column is then summed up. This procedure is applied to each 
group of e-banking channels; W, O, N, H, L, and P. 
 
W-group: 
 
Variable 
Code 
F1 
 
F2 
 
F3 
 
F4 
 
W1 -59.4  - 59.4  
W2  +18.6  +18.6 
W3  +17.0  +17.0 
W4  +29.0  +29.0 
W5  +14.6  +14.6 
W6  +14.0  +14.0 
W7 -58.6  - 58.6  
W8 -65.8  - 64.2  
W9 -73.2  0.0  
W10  +36.6  +36.6 
W11 -1.2  - 1.2  
W12  +1.2  +6.8 
W13 -11.6  - 11.4  
W14  +8.8  +42.2 
W15 -87.4  - 73.6  
W16  +19.6  +19.6 
W17 -30.4  - 24.0  
W18 -3.0  -3.0  
W19 -7.2  -7.2  
W20 -11.0  -11.0  
W21 -62.4  -50.0  
Total -471.2 +159.4 -363.6 +198.4 
Table 6-36 The F-factors for W-group in bank-3 
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O-group: 
 
Variable 
Code 
F1 
 
F2 
 
F3 
 
F4 
 
O1 -26.2  - 26.2  
O2 -36.4  - 30.6  
O3 -36.8  - 30.2  
O4 -10.8  - 9.2  
O5 -25.2  - 11.8  
O6 -56.2  - 56.2  
O7 -85.6  - 39.4  
O8 -32.8  - 32.8  
Total -310  -236.4  
Table 6-37 The F-factors for O-group in bank-3 
 
N-group: 
 
 
Variable 
Code 
F1 
 
F2 
 
F3 
 
F4 
 
N1 -35.2  - 35.2  
N2 -23.8  - 0.2  
N3 -24.2  - 24.2  
N4 -25.8  - 25.8  
N5 -2.0  - 2.0  
N6 -2.0  - 2.0  
N7 -53.6  - 53.6  
N8 -45.2  - 42.0  
N9 -55.8  - 55.8  
N10 -45.6  - 45.6  
N11 -30.0  - 30.0  
N12 -58.2  - 25.0  
N13 -57.4  - 42.6  
N14 -56.0  - 44.0  
Total -514.8  -428.0  
Table 6-38 The F-factors for N-group in bank-3 
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H-group: 
 
Variable 
Code 
F1 
 
F2 
 
F3 
 
F4 
 
H1  +16.0  +16.0 
H2 -48.2  - 32.8  
H3 -10.4  - 10.4  
H4 -12.2  - 12.2  
H5 -27.4  - 27.4  
H6  +23.2  +26.8 
H7 -52.6  - 52.6  
H8  +16.0  +16.0 
Total -150.8 +55.2 -135.4 +58.8 
Table 6-39 The F-factors for H-group in bank-3 
 
 
L-group: 
 
Variable 
Code 
F1 
 
F2 
 
F3 
 
F4 
 
L1  +20.4  +54.6 
L2  +23.0  +52.0 
L3  +33.8  +41.2 
L4  +38.0  +38.0 
L5  +33.0  +42.0 
L6  +32.0  +41.0 
L7 -44.4  0.0  
L8  +29.2  +45.8 
L9 -72.0  - 24.8  
L10  +29.0  +29.0 
L11  +24.6  +25.4 
L12  +32.0  +43.0 
Total -116.4 +295.0 -69.2 +412.0 
Table 6-40 The F-factors for L-group in bank-3 
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P-group: 
 
Variable 
Code 
F1 
 
F2 
 
F3 
 
F4 
 
P1  +21.6  +28.4 
P2  +26.0  +26.0 
P3  +23.8  + 26.2 
P4  +30.4  +30.4 
P5  +29.2  +29.2 
P6 -71.8  - 71.8  
P7  +15.4  +15.4 
P8 -76.8  - 73.2  
P9  +27.2  +27.2 
P10  +29.4  +29.4 
P11  +30.4  +30.4 
P12  +29.4  +29.4 
P13  +32.2  +32.2 
P14  +12.6  +37.4 
Total -148.6 +307.6 -145.0 +341.6 
Table 6-41 The F-factors for P-group in bank-3 
 
 
All the totals of the previous tables are presented in table 6-42. 
 
 F1 F2 F3 F4 
W -471.2 +159.4 -363.6 +198.4 
O -310  -236.4  
N -514.8  -428.0  
H -150.8 +55.2 -135.4 +58.8 
L -116.4 +295.0 -69.2 +412.0 
P -148.6 +307.6 -145.0 +341.6 
Total  -1711.8 +817.2 -1377.6 +1010.8 
Table 6-42 The total of F-factors for the whole groups in bank-3 
 
This procedure is applied on all the banks in the bank sector. Then, all the totals for all 
the banks are gathered in table 6-43.  
 
 
 
247 
 
 F1 F2 F3 F4 
Total Bank-1 -357.6 +125.8 -3180.2 +140.8 
Total Bank-2 -2436.4 +252.8 -2020.4 +288.8 
Total Bank-3 -1711.8 +817.2 -1377.6 +1010.8 
Total Bank-4 -1922.8 +804.6 -1567.0 +985.0 
Total Bank-5 -2233.0 +715.8 -1898.4 +882.0 
Total Bank-6 -1758.2 +592.4 -1485.2 +773.2 
Total Bank-7 -1982.4 +607.6 -1727.0 +793.6 
Total Bank-8 -1392.6 +745.8 -2059.8 +251.0 
Total Bank-9 -1770.4 +342.6 -1520.2 +699.8 
Total Bank-10 -2920.2 +388.2 -2574.2 +498.0 
Total Bank-11 -2892.6 +683.8 -2487.0 +779.2 
Total Bank-12 -3350.2 +280.0 -2914.0 +344.8 
Table 6-43 The total values for F-factors for the whole banks in the bank sector 
 
As a result, these factors are recommended to be used as independent variables in order 
to investigate any type of relationship between these F-factors and any dependent 
performance factors such as: 
o ROA: Return On Assets = Net Income/Total Assets 
o Growth rate of ROA 
o ROE: Return On Equity = Net Income/Total Equity 
o Growth rate of ROE 
o MSD: Market Share Deposit for bank-X = Deposits of bank X/Total Deposits 
for all bank sector 
o OR/TR = Operations Revenue/Total Revenue 
o Number of branches 
o Growth rate of number of branches  
o Number of workers 
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o Growth rate of number of workers 
o Number of ATM‟s  
6-8 Conclusion 
 
This chapter has delivered the main contributions to the knowledge: the assessment tool 
and the “working sheet”. These two concepts are used in combination with each other 
when the decision makers in the bank endeavour to develop the e-banking strategy. The 
assessment tool presents clearly the current situation of the three main actors in the 
process of developing the e-banking strategy: the customer requirements (C.R), the 
service provider (S.P) and the industry best practice (I.B.P). This presentation is in a 
coloured pictorial way. The decision makers can compare the current situation for the 
groups of the e-banking channels easily. Moreover, they can compare each 
attribute/service within each group with any other attribute/service in the same group or 
any other group. The “working sheet” can categorise all the attributes/services in a 
planned manner regarding the matching/mismatching with the customer requirements. 
This categorisation takes into consideration the industry best practice (I.B.P). These 
deliveries are encompassed in the last objective of this research project. As a result, the 
research question has been answered through this principle of assessment for the e-
service operations strategy in the banking context in Jordan.   
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To Conclude 
All in all, the researcher looks forward to the deliveries of this research 
project as reliable, flexible and innovative.   
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7.0 Introduction 
This chapter is designed to discuss the results of this research project, highlighting the 
limitations, contribution to the knowledge and to suggest certain areas of research to be 
investigated in the future. This chapter is closed by the conclusion of this academic 
work. 
7.1 Discussion 
The main outcome of this research project is in delivering an assessment tool which is 
used for assessing the e-banking strategy in the bank sector in Jordan. This assessment 
tool is novel in terms of its construction and use. It is easily applicable and has the 
following characteristics: 
 It presents the three main actors in the e-banking strategy assessment process in 
a pictorial way: 
1) The service provider (S.P)  
2) The customer requirements (C.R) 
3) The industry best practice; (I.B.P)  
 It is used as an alternative way to present hundreds of numbers and many tables 
that are used in the gap analysis for identifying the gap between customer and 
service provider perspectives.  
 It is used as an alternative way to present hundreds of numbers and many tables 
that are used in the gap analysis for identifying the gap between the service 
provider (S.P) and the industry best practice (I.B.P). 
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 It has the ability to present the gap between the service provider (S.P) and the 
customer requirements (C.R) in a numerical way. 
 It has the ability to present the gap between the service provider (S.P) and the 
industry best practice (I.B.P) in a numerical way.   
 It has the efficiency to present any number of the attributes/services. 
 It provides the user of this assessment tool the ability to compare more than two 
attributes/services at the same time. 
 The strategic planners in the bank can get a comprehensive view about their 
current performance regarding the e-banking channels through this assessment 
tool. 
 It presents clearly the current situation for each attribute/service of the e-banking 
channels in a coloured pictorial way and each colour has its own meaning 
(indication). The colours are used as indicators to complete the working sheet.  
This evaluation tool should be used in combination with the “working sheet”. The 
“working sheet” is the key guide for generating the fruits of the assessment tool. This 
“working sheet” can categorise the attributes/services of the e-banking channels in the 
assessment tool into two main groups. These two categories are matching and 
mismatching groups with the customer requirements and can be used when starting to 
investigate each attribute/service individually. This categorising is regards to the 
industry best practice (I.B.P). It gives the chance for the strategic planners in the bank to 
focus on specific attributes/services of the e-banking channels which need more 
development.  
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This “working sheet” has the following characteristics: 
 The group of matching has two sub-groups: the first subgroup is labelled as 
“Well-done”. This “Well-done” sub-group presents that the three actors (S.P), 
(C.R) and (I.B.P) are acting in the same region of matching for that specific 
attribute/service in the assessment tool. The other subgroup is labelled as “Well-
done-plus”. This “Well-done-plus” sub-group presents that the S.P and the C.R 
are acting in the same region of matching for that specific attribute/service and 
the service provider (S.P) is performing better than the (I.B.P) in the assessment 
tool. However, both sub-groups need no more development. This gives the 
chance for the strategic planners in the bank to focus on other attributes/services 
which need more development. 
  The group of mismatching has two sub-groups: 
 The first sub-group is labelled as “Stop-excel”. This “Stop-excel” sub-
group presents that the S.P has achieved the C.R at an early time for that 
specific attribute/service and the service provider S.P is performing 
better than the (I.B.P) and this sub-group needs no more development.  
 The other sub-group is labelled as “Focus-here”. All the 
attributes/services in this sub-group are mismatched with the customer 
requirements (C.R). This “Focus-here” sub-group has two sets of 
attributes/services regarding the I.B.P: 
1) Less performance than I.B.P. 
2) Equal performance with I.B.P. 
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As a result, this “working sheet” narrows the focus of the strategic planners of 
the bank to concentrate on these sets of attributes/services in the mismatching 
sub-group. 
 This “working sheet” is time-saving for the strategic planners in the bank. 
 This “working sheet” shows all the groups of e-banking channels, so the 
strategic planners can make a comparison among the performance of each 
attribute/service in each group for specific e-banking channels. 
 This “working sheet” guides the strategic planners in the bank to which group of 
attributes/services have the priority when making improvements or changes. 
 This “working sheet” can save available resources by moving any extra from the 
“Stop-excel” sub-group to other sets of attributes/services in the “Focus-here” 
sub-group. 
As a result, the assessment tool and the “working sheet” have the power to identify the 
areas of the e-banking strategy which require operational changes which are 
mismatched with the customer requirements (C.R), and can be completed within the 
available resources with minimal effort and time. This “working sheet” is followed by a 
set of working steps that the strategic planners should pursue to facilitate their mission 
to make the required, appropriate and effective operational changes. 
The assessment tool and “working sheet” are a contribution to the literature. The 
literature has showed that one of the most popular and effective tools for assessing the 
performance of the service provider in terms of service quality, is the 
Importance/Performance (I/P) grid (Mathew et al, 2005). This assessing tool is based on 
the gap (mismatch) concept which refers to differences between customer perception of 
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the importance of specific attributes/services that are provided by the service provider 
and operations strategy performance.  
From a strategic point of view, this grid provides a tool for strategy development as it 
gives a clear picture of the factors that are critical for resource allocation. Using the I/P 
grid for measuring the service levels of banking institutions (Mathew et al, 2005) 
provides strategic planners in the bank with a useful tool for determining the 
attributes/services that are viewed as most important by customers. The key feature of 
this method appears to be its effectiveness in measuring the performance of service 
providers in providing quality service in the areas perceived to be the most critical to 
serve the customers (Mathew et al, 2005; Gonzalez et al, 2005).  
This I/P grid has four quadrants. The explanation for each quadrant in the I/P grid 
(figure 7-1) is as follows:  
Quadrant A: The customer wants it and does not get it. It will be rated as high 
importance/low performance. All the attributes/services which have high importance 
from a customer perspective and low priority from a service provider perspective will 
be allocated here. It is critical quadrant.  
Quadrant B: The customer wants it and gets it. It will be rated as high importance/high 
performance. All the attributes/services which are equal in the priority from both 
perspectives will be allocated here. This is the most desired quadrant. 
Quadrant C: The customer does not want it and does not get it. It will be rated as low 
importance/low performance. All the attributes/services which have low 
importance/performance from both perspectives will be allocated here. Items in this 
quadrant are of the lowest importance and should not be the focus for now. 
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Quadrant D: The customer does not want it but gets it any way. It will be rated as low 
importance/high performance. All the determinants which have low importance from 
customer a perspective and high priority from a service provider perspective will be 
allocated here. 
As a result the most important quadrants are A and D, in other words, the 
attributes/services which are mismatched from both sides. This reflects the 
organisational context of e-operations and the operations strategy that was implemented 
by the assessed firm. This tool has the power for assessing the e-banking strategy, but: 
 This tool does not present the industry best practice (I.B.P). 
 This technique does not present the current situation of the service provider 
regarding the industry best practice (I.B.P) and the rivals in the industry. 
 This tool does not present whether this service provider is performing the same, 
less or better than the industry best practice (I.B.P). 
 This tool does not present the level of matching or mismatching between the 
customer and the service provider. For example, if both the customer and the 
service provider are located in quadrant B or C (match), how close/far is each 
one of them from the other? Likewise, if both of the customer and the service 
provider are located in quadrant A or D (mismatch), how close/far is each one of 
them from the other? 
 This tool does not present any numerical values for the match and mismatch 
between the customer and the service provider. The numerical values show the 
strategic planners the impact of their implementation of the e-banking strategy.   
 
258 
 
 
 
Importance 
(Customer perspective) 
High 
 
 
Quadrant A 
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Quadrant B 
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Quadrant D 
Customer does not want it and 
does get it 
(mismatch) 
 
 
Low        Performance      High 
(Service provider perspective) 
Figure 7-1 Importance-Performance Matrix (I/P) 
 
To recap, this research project has delivered an assessment tool for e-banking strategy 
which has advantage over other assessment tools such as the I/P grid. 
 
259 
 
7.2 Contribution to knowledge 
This research project contributes to the literature in the following ways: 
 It integrates all the attributes which are used in different scales in the literature 
such as SERVQUAL (Parrasuraman et al, 1988), WebQual (Loiacono et al, 
2002), E-S-QUAL/Rec-QUAL (Parasuraman et al, 2005) and PIRQUAL 
(Frances, 2007) which are used for assessing the e-banking strategy. Moreover, 
the services which are provided to the customers through the websites of the 
banks in both UK and Jordan are included under the umbrella of this work. This 
research is considered as leading work which comprehensively integrates all the 
attributes and services that are related to e-service operations. 
 The time-based scale which was used in this work to measure the priority of 
each attribute/service from the service provider side is considered to be 
objective.  
 Constructing the „composite bank‟ to perform as the industry best practice 
(I.B.P) is unique.  
 The assessment tool and the “working sheet” are considered as a new technique 
for assessing the e-banking strategy compared with other tools that were used 
for the same purpose such as the I/P grid. 
 The main contribution to the knowledge of this research project is that the 
outputs can be generalised. In other words, this work can be applied not only 
within the banking context, but it may cover all services and e-services 
industries. 
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All in all, it is clear that there are many contributions for this work to the literature. 
7.3 Limitation of the research 
Every academic work has its own limitations, and this research project is no exception. 
The main limitations of this work are: 
 The limitation of time.  
 The limitation of resources. 
 This research project is targeted towards retail banks only as corporate banks are 
beyond this study. 
 This assessment tool has not been tested yet in the bank sector to check its 
validity in assessing the e-banking strategy. 
7.4 Recommendation for future studies 
This research project presents a method or principle which can be applied or extended in 
many ways. The following are the recommended areas for further studies or more 
investigation: 
 The researcher recommends applying the procedure which was implemented in 
this research project to be applied in other industries regardless whether they are 
in service or e-service contexts. It could also be used in other countries, both 
developed and developing. 
 The researcher recommends to apply linear regression analysis in order to adopt 
one or more formula/s of linear regression to predict the impact of the F-factors 
as independent variables on the performance factors such as ROA, ROE, etc. as 
dependent variables. 
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All in all, the researcher looks forward to the outcomes of this research project as 
flexible, durable and innovative.   
7.5 Conclusion 
Assessing any type of strategy which was implemented in any business organisation is 
not an easy task. The strategic planners are involved in a conglomerate atmosphere 
whilst assessing the targeted strategy. This research project has delivered an adaptable 
and rigid assessment tool for the e-service strategy in the banking context in a 
developing country, Jordan. The results of this work can be generalised to cover more 
than one industry in both the service and e-service channels. 
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Dear respondent: 
This questionnaire is designed to collect the opinions of customers and their level of 
satisfaction of the features of attributes/services and products that are introduced 
through the e-banking service channel of their banks.  
Your participation in completing this questionnaire is extremely valuable to this 
research and all data collected will be anonymous and treated confidentially according 
to the University of Bradford guidelines governing Ethics in Research. 
I will be very grateful if you spend 12-15 minutes to complete this questionnaire. 
 
      
Yousef  Majdalawi    
Doctoral researcher in MIS 
Operation Group   
School of Management  
Bradford University  
Emm Lane BD9 4JL  
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Do you use the Internet to search for information?  
Yes (----)  No (----) 
If your answer is no, please go to [H group]. 
If you would like to use your bank‟s web site to search for information, would you 
answer the following questions, please? 
W group 
The first part of this questionnaire [questions: W1-W21] is about the usability of 
your bank‟s website.  
Please circle the level of importance that reflects your perception of importance of 
the attribute/service, regarding to the following table: 
Strongly Disagree 
1 
Disagree 
2 
Neutral 
3 
Agree 
4 
Strongly Agree 
5 
   
 
W1 The ability to use key words to search the information 
required in the web site of my bank is important to me: 
 
1 2 3 4 5 
W2 A back button is important to me when navigating my bank‟s 
web site: 
1 2 3 4 5 
W3 A link to get back to the home page is important to me when 
navigating my bank‟s web site: 
 
1 2 3 4 5 
W4 To have an access to the web sites of the partners group of 
my bank through my bank‟ web site is important: 
 
1 2 3 4 5 
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In the home page of my bank‟s web site, the following basic information is 
important to me: 
 
W5 Addresses of branches of my bank: 
 
1 2 3 4 5 
W6 Telephone numbers of the branches of my bank: 
 
1 2 3 4 5 
W7 Opening hours of the branches of my bank: 
 
1 2 3 4 5 
W8 Locations of the ATM‟s that offered by my bank: 
 
1 2 3 4 5 
W9 Locations of the ATM‟s that offered by other banks: 
 
1 2 3 4 5 
W10 A brief history of my bank: 
 
1 2 3 4 5 
 
The visual appeal of the web site of my bank is important to me: 
Yes (----)  No (----) 
If yes, please go to W11 If no, please go to W15 
         
W11 The layout of the website of my bank is important to me: 
 
1 2 3 4 5 
W12 The colour combinations of the website of my bank is 
important to me: 
 
1 2 3 4 5 
W13 The type and size of fonts of the words in the website of my 
bank are important to me: 
 
1 2 3 4 5 
W14 The animation and the sound effects of the website of my 1 2 3 4 5 
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bank are important to me: 
 
W15 Clearly explaining the policies of the website of my bank, in 
terms of charging fees, etc. is important to me: 
 
1 2 3 4 5 
W16 Offering more than one language to choose, is important to 
me: 
 
1 2 3 4 5 
W17 Offering incentives while performing the transactions 
through the website of my bank instead of the physical 
branch, (for example; if you order your cheque book online 
rather than through your branch, you will be charged 50% 
less) is an important element: 
 
1 2 3 4 5 
W18 The range of services introduced by my bank through its 
website is important to me: 
 
1 2 3 4 5 
W19 The accurate, complete, clear, and concise information 
about the features of the products and services offered by 
my bank through its website are important to me: 
 
1 2 3 4 5 
W20 Updating the information regularly displayed on the website 
about the features of the products and services that 
introduced by my bank are important: 
 
1 2 3 4 5 
W21 Offering subscriptions services (such as log in to 
international stock markets) through the website of my bank 
is important to me: 
 
1 2 3 4 5 
 
 
 
277 
 
O group 
The second part of this questionnaire, questions: O1-O8 represents the interaction 
between the user of the bank‟s website and the back office operations of your 
bank. 
Please circle the level of importance that reflects your perception of importance of 
the attribute/service, regarding to the following table: 
Strongly Disagree 
1 
Disagree 
2 
Neutral 
3 
Agree 
4 
Strongly Agree 
5 
   
 
 
O1 The bank‟s interested in my feedback online is important to 
me: 
 
1 2 3 4 5 
O2 Replying quickly to my questions online, is important to me: 
 
1 2 3 4 5 
O3 Replying accurately to my questions online, is important to 
me: 
 
1 2 3 4 5 
O4 Having a confirmation message from the website of my bank, 
once the transaction has been made, that the operation has been 
carried out satisfactorily is important to me: 
 
1 2 3 4 5 
O5 Dealing with my complaints online, rapidly and effectively is 
important to me: 
 
1 2 3 4 5 
O6 Generating empathy to arouse positive feelings for me, through 
the e-mail communications by providing individualized 
attention to my complaints rather than a generic auto reply is 
important to me: 
 
1 2 3 4 5 
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O7 The option to cancel or modify any ordering process online 
(such as ordering cheque book) at any time, without 
commitments is important to me: 
 
1 2 3 4 5 
O8 To have clear instructions for using the Internet-banking (such 
as a demo) through the website of my bank is important to me: 
 
1 2 3 4 5 
 
N group 
The third part of questionnaire, questions N1-N14, is about the attributes/services 
which are delivered through the Internet banking system.  
Please circle the level of importance that reflects your perception of importance of 
the attribute/service, regarding to the following table: 
Strongly Disagree 
1 
Disagree 
2 
Neutral 
3 
Agree 
4 
Strongly Agree 
5 
   
 
N1 Convenience of searching my statements by date and time-
period, is important to me: 
1 2 3 4 5 
N2 The ability to reduce my paper work by opting to stop postal 
statements, is important to me: 
1 2 3 4 5 
N3 Free hard copies of any kind of statements to be delivered by 
post, can be ordered online at any time, is important to me: 
1 2 3 4 5 
N4 If I want to keep the old paper statements (before I registered 
with the Internet banking), ordering them online, free of 
charge, is important to me: 
1 2 3 4 5 
N5 Paying my utility bills online, is important to me: 1 2 3 4 5 
N6 For me to get e-mail alerts as new bills arrive, is important to 
me: 
1 2 3 4 5 
N7 Applying for savings accounts online, is important to me: 1 2 3 4 5 
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N8 Applying for an overdraft online, is important to me: 1 2 3 4 5 
N9 Applying for a credit card online is important to me: 1 2 3 4 5 
N10 Applying for personal loan online, is important to me: 1 2 3 4 5 
N11 Instantly searching my statements (for example, as far back as 
2005) enabling me to quickly and easily find what I am 
looking for, is important to me: 
1 2 3 4 5 
N12 The ability of my Internet bank to view the utility bills details, 
is important to me: 
1 2 3 4 5 
N13 The ability of my Internet bank to keep an online record of 
paid bills, is important to me: 
1 2 3 4 5 
N14 The ability to refine my search by: amount e.g. £35.50, 
payment type e.g. Direct Debit, and payment detail e.g. British 
gas or cheque number „001127‟, is important to me: 
1 2 3 4 5 
 
H group: 
Do you use a mobile phone? 
Yes (----)  No (----) 
If yes, please go to Q:H1 If no, please go to [P group] 
 
This fourth part of this questionnaire (questions H1-H8) is about using the Push 
SMS Banking Service through your mobile phone. Push SMS messages are the 
messages that the bank‟s customer send them to the bank asking for some 
enquiries.   
Please circle the level of importance that reflects your perception of importance of 
the attribute/service, regarding to the following table: 
Strongly Disagree 
1 
Disagree 
2 
Neutral 
3 
Agree 
4 
Strongly Agree 
5 
   
 
H1 Informing me about the latest transactions of my account/s that 
had been done by sending a text message through my mobile 
phone is important to me: 
1 2 3 4 5 
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H2 Informing me about my account balance weekly by sending a 
text message through my mobile phone, is important to me: 
 
1 2 3 4 5 
H3 Informing me each time that my debit/credit card is used 
abroad to check it is me, by sending a text message through my 
mobile phone, is important to me: 
 
1 2 3 4 5 
H4 Informing me each time that my debit/credit card is used 
locally to check it is me, by sending a text message through my 
mobile phone, is important to me: 
 
1 2 3 4 5 
H5 Informing me that my debit/credit card is renewed 
automatically when its expired by sending a text message 
through my mobile phone, is important to me: 
 
1 2 3 4 5 
H6 Reminding me to collect my cheque book from my branch is 
important to me: 
 
1 2 3 4 5 
H7 Reminding me about the next transaction/s that I should do 
within the next 48 hours (such as paying the flat rent) by 
sending a text message through my mobile phone is important 
to me: 
 
1 2 3 4 5 
H8 Offering all the push SMS messages free of charge is 
important to me: 
 
1 2 3 4 5 
 
L group: 
 
The fifth part of this questionnaire [questions: L1-L12] is about using the pull SMS 
banking service through your mobile phone. SMS-Pull Service enables customers 
to perform many banking operations directly through their mobile phones. 
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Please circle the level of importance that reflects your perception of importance of 
the attribute/service, regarding to the following table: 
Strongly Disagree 
1 
Disagree 
2 
Neutral 
3 
Agree 
4 
Strongly Agree 
5 
   
 
 
L1 Asking for my account/s balance/s through SMS Pull Service 
is important for me: 
 
1 2 3 4 5 
L2 Asking for my account/s details through SMS Pull Service is 
important for me: 
 
1 2 3 4 5 
L3 Transferring of funds in JD to a third party within my bank 
through SMS Pull Service is important for me: 
 
1 2 3 4 5 
L4 Transferring of funds in other currencies to a third party within 
my bank through SMS Pull Service is important for me: 
 
1 2 3 4 5 
L5 Transferring of funds in JD/other currencies between my own 
accounts within my bank through SMS Pull Service is 
important for me: 
 
1 2 3 4 5 
L6 Paying the utility bills through SMS Pull Service is important 
for me: 
 
1 2 3 4 5 
L7 Ordering credit/debit card through SMS Pull Service, and then 
collect them from my branch is important for me: 
 
1 2 3 4 5 
L8 Ordering cheque book through SMS Pull Service, and then 
collect it from my branch is important for me: 
1 2 3 4 5 
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L9 Informing the bank of changing my address through SMS Pull 
Service is important for me: 
 
1 2 3 4 5 
L10 Ordering an account statement through SMS Pull Service and 
then send it by post, is important for me: 
 
1 2 3 4 5 
L11 Asking about foreign exchange rate through SMS Pull Service 
is important for me: 
 
1 2 3 4 5 
L12 Asking about interest rates through SMS Pull Service is 
important for me: 
 
1 2 3 4 5 
 
P group: 
 
The sixth part of this questionnaire questions [P1-p14] is about using the Phone 
Bank Service. Phone Bank Service provides on line communication and direct 
access to the customer‟s various accounts by phone. 
Please circle the level of importance that reflects your perception of importance of 
the attribute/service, regarding to the following table: 
Strongly Disagree 
1 
Disagree 
2 
Neutral 
3 
Agree 
4 
Strongly Agree 
5 
   
 
P1 Asking for my account/s balance/s through Phone Bank 
Service is important for me: 
 
1 2 3 4 5 
P2 Asking for my account/s summary through Phone Bank 
Service is important for me: 
 
1 2 3 4 5 
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P3 Asking for the last transactions performed on any of my 
accounts through Phone Bank Service is important for me: 
 
1 2 3 4 5 
P4 Asking through Phone Bank Service about my account/s 
summary to be sent by fax is important for me: 
 
1 2 3 4 5 
P5 Transferring money between my accounts for the same 
currency through Phone Bank Service is important for me: 
1 2 3 4 5 
P6 Ordering credit/debit cards through Phone Bank Service, and 
then collect it from my branch is important for me: 
 
1 2 3 4 5 
P7 Asking the bank to stop my credit/debit cards through Phone 
Bank Service is important for me: 
 
1 2 3 4 5 
P8 Informing the bank about any new details; such as changing 
my fax number, changing my address, through Phone Bank 
Service is important for me: 
 
1 2 3 4 5 
P9 Ordering cheque book through Phone Bank Service, and then 
collect it from my branch is important for me: 
 
1 2 3 4 5 
P10 Asking my bank to change my password through Phone Bank 
Service is important for me: 
 
1 2 3 4 5 
P11 Ordering an account statement through Phone Bank Service 
then send it by post, is important for me: 
 
1 2 3 4 5 
P12 Asking about foreign exchange rate through Phone Bank 
Service is important for me: 
 
1 2 3 4 5 
P13 Asking about interest rates through Phone Bank Service is 
important for me: 
1 2 3 4 5 
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P14 The services offered through Phone Bank Service is free of 
charge, is important for me: 
 
1 2 3 4 5 
 
The last part of the questionnaire is about your demographic characteristics and 
your technology readiness: 
1) Gender: 
Male (.......), Female (.......) 
2) Age: 
18-27  28-37  38-47  48-57  58-67  Over-
68 
 
3) Marital situation: 
Single (……), Married (……), Others (……) 
4) My education level is: 
 
o High school or less 
o Two years diploma after completing the school 
o The first degree at the university  
o I have post graduate (Master, PhD, ….)  degree 
 
5) My income level per month is: 
a) Less than 500 J.D. 
b) 500-999 J.D. 
c) 1000-1500 J.D. 
d) 1501 -2000 J.D. 
e) More than 2000 J.D. 
 
 
 
 
6) I have my own computer, 
Yes (…….) No (…….) 
7) I use a computer at work, 
Yes (…….), No (…….)  
8) Do you have an access to the Internet from your home/work? 
  Yes (…….) No (…….) 
If your answer is No, please go to question (12). 
9) I have an access to the Internet for: 
a) Less than one year 
b) One-two years 
c) Three-five years 
d) More than five years 
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10) During the day (work and home) how long, on average, do you spend on the 
Internet (excluding e-mails): 
a) Less than one hour per day 
b) One-two hours per day 
c) More than two hours per day 
11) I am planning to have an access to the Internet within: 
a) One month 
b) Two- three months 
c) Three-six months 
d) One year 
e) Not at all 
12) My mobile phone has the ability to access the Internet, 
Yes (…….) No (…….) 
13) I am eager to have up-to-date technology 
Yes (…….) No (…….) 
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Bank‟s website: 
In which year does your bank launch its website, ---- (Base Year). 
W-group 
W1:  
Search capability: in terms of the availability of the search engine in your bank web site. 
Does your bank offer this element up to the end of 2008? 
Yes Year:  
 
No Please tick which of the following is matching your bank? 
o This element is offered/going to be offered in 2009 
o This element is going to be offered in the near future 
o This element is not on the agenda of the bank to be offered 
 
W2: 
Controllability-1: in terms of the availability of the back button in your bank web site. 
Does your bank offer this element up to the end of 2008? 
Yes Year:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W3: 
Controllability-2: in terms of the availability of a link to get back to the home page while 
navigating the web site of the bank. 
Does your bank offer this element up to the end of 2008? 
Yes Year:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
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W4: 
Linking other websites: in terms of having an access to the web sites of the partners group 
of the bank through the web site of your bank. 
Does your bank offer this element up to the end of 2008? 
Yes Year: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009  
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 
 
W5: 
Addresses of the branches of the bank. 
Does your bank offer this element up to the end of 2008? 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W6: 
Telephone numbers of the branches of the bank. 
Does your bank offer this element up to the end of 2008? 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W7: 
Opening hours of the branches. 
Does your bank offer this element up to the end of 2008? 
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Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W8: 
Locations of the ATM‟s that offered by the bank. 
Does your bank offer this element up to the end of 2008? 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W9: 
Locations of the ATM‟s that offered by other banks. 
Does your bank offer this element up to the end of 2008? 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered  
 
W10: 
A brief history about the bank. 
Does your bank offer this element up to the end of 2008? 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
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W11: 
The layout of the web site of the bank is important for the decision makers: 
1) Strongly Disagree 
2) Disagree 
3) Neutral 
4) Agree  
5) Strongly Agree 
W12: 
The colour combinations of the web site of the bank is important for the decision 
makers: 
1) Strongly Disagree 
2) Disagree 
3) Neutral 
4) Agree  
5) Strongly Agree 
W13: 
The type and size of fonts of the words in the web site of the bank is important for 
the decision makers: 
1) Strongly Disagree 
2) Disagree 
3) Neutral 
4) Agree  
5) Strongly Agree 
W14: 
The animation and the sound effects of the web site of the bank. 
Does your bank offer this element up to the end of 2008? 
Yes Since:  
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No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W15: 
In terms of explaining the policies of the web site of the bank clearly, such as 
explaining the charging fees. 
Does your bank offer this element up to the end of 2008? 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered  
 
W16: 
In terms of offering more than one language to choose on the web site of the 
bank. Does your bank offer this element up to the end of 2008? 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 
 
 
W17: 
In terms of offering incentives while the customer performing the transactions online 
instead of using the physical branch to do so, (for example: if the customer order a cheque 
book online, the customer will be charged 50% less). 
Does your bank offer this element up to the end of 2008? 
Yes Since: 
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No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future  
o This service is not on the agenda of the bank to be offered  
 
W18: 
Product/Service features: 
Does your bank offer range of services online up to the end of 2008? 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009  
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W19: 
Does your bank offer accurate, complete, clear, and concise information about the features of 
the products and services that offered online up to the end of 2008? 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009  
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W20: 
Does your bank updating the information regularly displayed on the website of the bank about 
the features of the products and services that introduced by the bank up to the end of 2008?  
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
W21: 
The bank is offering subscription services (such as log in to international stock markets) through 
the web site of the bank. 
Does your bank offer this element up to the end of 2008? 
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Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future  
o This service is not on the agenda of the bank to be offered 
 
O-Group 
O1: 
The e-banking unit in the bank is interested in the feedback from the customers online 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
O2: 
The e-banking unit in the bank, replying quickly to the questions of the customers online. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
O3: 
The e-banking unit in the bank, replying accurately to the questions of the customers 
online. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
O4: 
The internet-banking system is sending a confirmation message to the customer once the 
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transaction online has been made, that the operation has been carried satisfactorily. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
O5: 
The e-banking unit in the bank is dealing with the complaints of the customers online, 
rapidly and effectively. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
O6: 
The internet-banking system is generating auto reply e-mail to the complaints of the 
customers. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
O7: 
The internet-banking system is offering the option to cancel or modify any ordering 
process online (such as ordering cheque book) at any time, without commitments. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
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O8: 
To have clear instructions for using the internet-banking system, your bank is offering 
„demo‟ through the website  
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 
 
N-Group: 
N1: 
Searching the statements by date and time-period. 
Yes Since:  
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N2: 
The customer can order the bank to stop all the postal statements through the 
internet-banking 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N3: 
If the customer ordered any kind of statements online, the bank can deliver the 
hard copies of these statements by post free of charge 
Yes Since: 
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No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N4: 
If the customer ordered any kind of old statements; (before the customer register 
with the internet-banking) online, the bank can deliver the hard copies of these 
statements by post free of charge 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N5: 
Paying the utility bills online. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N6: 
The bank will send an e-mail alert to the customer informing the customer about 
new bills is arrived. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N7: 
Applying for savings accounts online. 
Yes Since: 
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No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N8: 
Applying for an overdraft online. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N9: 
Applying for a credit card online. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N10: 
Applying for personal loan online. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 
 
N11; 
The internet–banking system enables the customer to search quickly and easily 
the statements to find what he/she is looking for instantly (for example as far 
back to 2005). 
 Yes Since: 
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No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N12 
The internet-banking system has the ability to view the details of the utility bills. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N13: 
The internet-banking system has the ability to keep an online record of paid bills. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
N14: 
The internet-banking system has the ability to refine the search  by: amount e.g. 
35.5 J.D., payment type e.g. Direct Debit, and payment detail e.g. cheque number 
0125 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
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Mobile-phone banking: 
This part of the questionnaire is twofold; the first one is about the push SMS services 
and the second one is about the pull SMS services.  
Do your bank offer mobile-phone banking services in terms of push SMS? Since ----. 
H1: 
The mobile-phone banking system has the ability to inform the customer about 
the latest transactions that had been done on his/her account/s. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
H2: 
The mobile-phone banking system has the ability to inform the customer about 
his/her account/s balance weekly. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
H3: 
The mobile-phone banking system has the ability to inform the customer about 
his/her debit/credit card, each time it had been used abroad. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
H4: 
The mobile-phone banking system has the ability to inform the customer about 
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his/her debit/credit card, each time it had been used locally. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 H5: 
The mobile-phone banking system has the ability to inform the customer 
automatically about renewing his/her debit/credit card when it‟s expired. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
H6: 
The mobile-phone banking system has the ability to remind the customer who 
ordered a cheque book online to collect it from the branch. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
H7: 
The mobile-phone banking system has the ability to remind the customer about 
the next transaction/s (within 48 hours; such as paying the flat rent) that he/she 
should do. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
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H8: 
The bank is offering all the push SMS messages services free of charge. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 
 
 
Pull SMS services: 
Do your bank offer mobile-phone banking services in terms of push SMS? Since --- 
L1: 
The customer can ask about his/her account/s balance/s through SMS pull 
service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L2: 
The customer can ask about his/her account/s details through SMS pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L3: 
The customer can transfer funds to a third party in JD within the bank through 
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SMS pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L4: 
The customer can transfer funds to a third party in other currencies within the 
bank through SMS pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L5: 
The customer can transfer funds in JD/other currencies between his/her accounts 
within the bank through SMS pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L6: 
The customer can pay the utility bills through SMS pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L7: 
The customer can order credit/debit card through SMS pull service, and then 
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collect them from the branch. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L8: 
The customer can order cheque book through SMS pull service, and then collect 
them from the branch. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L9: 
The customer can inform the bank about changing his/her address through SMS 
pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 L10: 
The customer can order an account statement through SMS pull service, and 
then the bank will send it to the customer by post. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
L11: 
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The customer can ask about foreign exchange rate through SMS pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 L12: 
The customer can ask about interest rates through SMS pull service. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
  
 
Phone-banking services: this part of the questionnaire is about the telephone-banking 
services, in terms of IVR (Integrated Voice Response) and call centre. 
Does your bank offer phone-banking services in terms of IVR/call centre? Since ----. 
P1: 
The customer can ask about his/her account/s balance/s through phone-banking 
services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P2: 
The customer can ask about his/her account/s summary through phone-banking 
services. 
Yes Since: 
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No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P3: 
The customer can ask about the last transactions performed on any of his/her 
accounts through phone-banking services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P4: 
The customer can order the bank to send him/her a fax about his/her account/s 
summary through phone-banking services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P5: 
The customer can transferring money between his/her accounts for the same 
currency through phone-banking services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P6: 
The customer can order credit/debit cards through phone-banking services, and 
then collect it from the branch. 
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Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P7: 
The customer can ask the bank to stop his/her credit/debit cards through phone-
banking services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P8: 
The customer can inform the bank about his/her new details; such as changing 
the fax number, changing the address, through phone-banking services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P9: 
The customer can order cheque book through phone-banking services and then 
collect it from the branch. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P10: 
The customer can ask the bank to change his/her password through phone-
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banking services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P11: 
The customer can order an account statement through phone-banking services 
and then the bank will send it to the customer by post. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P12: 
The customer can ask about foreign exchange rates through phone-banking 
services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P13: 
The customer can ask about interest rates through phone-banking services. 
Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
P14: 
The bank is offering all the phone-banking services free of charge. 
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Yes Since: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
 
 
This part of the questionnaire is concerned in security: 
Security awareness: 
How many level of security does the web site of the bank have? ------------------------. 
What are these levels? 
 
   
In terms of performing transactions online. 
How many level of security are incorporated in the internet banking system of your 
bank? 
------. 
What are these levels? 
 
 
 
When does your bank offer these levels?  
Since ----.  
Personal details confidentiality: in terms of the confidentiality guarantee of the 
personal details, while perform transactions online. 
Does your bank offer this element? 
Yes Year: 
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No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
 
                
Plastic cards safety: in terms of the safety guarantee of the plastic cards such as 
credit, debit cards, while using these cards to perform transactions online. 
Does your bank offer this element? 
Yes Year: 
 
No Please tick which of the following is matching your bank? 
o This service is offered/going to be offered in 2009 
o This service is going to be offered in the near future 
o This service is not on the agenda of the bank to be offered 
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Appendix-C 
 
This appendix presents the tables of the gaps between the service provider and the 
customer for banks 2-up-to-12. 
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Bank-2 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 100 +15.6 
W2 81.4 100 +18.6 
W3 83.0 100 +17.0 
W4 71.0 67 -4.0 
W5 85.4 100 +14.6 
W6 86.0 100 +14.0 
W7 83.6 50 -33.6 
W8 90.8 50 -40.8 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 67 -2.2 
W12 66.8 67 +0.2 
W13 79.6 67 -12.6 
W14 59.2 0 -59.2 
W15 87.4 50 -37.4 
W16 80.4 100 +19.6 
W17 84.4 0 -84.0 
W18 83.0 100 +17 
W19 87.2 25 -62.2 
W20 91.0 83 -8.0 
W21 62.4 25 -37.4 
Table-1 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-2 (B-2) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 75 -15.4 
O3 90.8 75 -15,8 
O4 90.8 100 +9.2 
O5 89.2 100 +10.8 
O6 81.2 25 -56.2 
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O7 85.6 0 -85.6 
O8 82.8 0 -82.8 
Table-2 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-2 (B-2) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 83 -6.2 
N2 77.8 25 -52.8 
N3 78.2 100 +21.8 
N4 79.8 100 +20.2 
N5 82.0 50 -32.0 
N6 86.0 0 -86.0 
N7 78.6 50 -28.6 
N8 70.2 25 -45.2 
N9 80.8 50 -30.8 
N10 70.6 50 -20.6 
N11 84.0 100 +16.0 
N12 83.2 50 -33.2 
N13 82.4 25 -57.4 
N14 81.0 50 -31.0 
Table-3 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-2 (B-2) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 50 -34.0 
H2 73.2 75 +1.8 
H3 85.4 75 -10.4 
H4 87.2 75 -12.2 
H5 85.4 50 -35.4 
H6 76.8 50 -26.8 
H7 77.6 75 -2.6 
H8 84.0 75 -9.0 
Table-4 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-2 (B-2) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 0 -79.6 
L2 77.0 0 -77.0 
L3 66.2 0 -66.2 
L4 62.0 0 -62.0 
L5 67.0 0 -67.0 
L6 68.0 0 -68.0 
L7 69.4 0 -69.4 
L8 70.8 0 -70.8 
L9 72.2 0 -72.2 
L10 71.0 0 -71.0 
L11 75.4 0 -75.4 
L12 68.0 0 -68.0 
Table-5 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-2 (B-2) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 50 -28.4 
P2 74.0 50 -24.0 
P3 76.2 50 -26.2 
P4 69.6 50 -19.6 
P5 70.8 50 -20.8 
P6 71.8 50 -21.8 
P7 84.6 50 -34.6 
P8 76.8 50 -26.8 
P9 72.8 50 -22.8 
P10 70.6 50 -20.6 
P11 69.6 50 -19.6 
P12 70.6 50 -20.6 
P13 67.8 50 -17.8 
P14 87.4 50 -37.4 
Table-6 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-2 (B-2) 
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Bank-3  
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 25 -59.4 
W2 81.4 100 +18.6 
W3 83.0 100 +17.0 
W4 71.0 100 +29.0 
W5 85.4 100 +14.6 
W6 86.0 100 +14.0 
W7 83.6 25 -58.6 
W8 90.8 25 -65.8 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 68 -1.2 
W12 66.8 68 +1.2 
W13 79.6 68 -11.6 
W14 59.2 68 +8.8 
W15 87.4 0 -87.4 
W16 80.4 100 +19.6 
W17 84.4 54 -30.4 
W18 83.0 80 -3.0 
W19 87.2 80 -7.2 
W20 91.0 80 -11.0 
W21 62.4 0 -62.4 
Table-7 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-3 (B-3) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 54 -26.2 
O2 90.4 54 -36.4 
O3 90.8 54 -36.8 
O4 90.8 80 -10.8 
O5 89.2 64 -25.2 
O6 81.2 25 -56.2 
O7 85.6 0 -85.6 
O8 82.8 50 -32.8 
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Table-8 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-3 (B-3) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 54 -35.2 
N2 77.8 54 -23.8 
N3 78.2 54 -24.2 
N4 79.8 54 -25.8 
N5 82.0 80 -2.0 
N6 86.0 64 -2.0 
N7 78.6 25 -53.6 
N8 70.2 25 -45.2 
N9 80.8 25 -55.8 
N10 70.6 25 -45.6 
N11 84.0 54 -30.0 
N12 83.2 25 -58.2 
N13 82.4 25 -57.4 
N14 81.0 25 -56.0 
Table-9 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-3 (B-3) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 100 +16.0 
H2 73.2 25 -48.2 
H3 85.4 75 -10.4 
H4 87.2 75 -12.2 
H5 85.4 58 -27.4 
H6 76.8 100 +23.2 
H7 77.6 25 -52.6 
H8 84.0 100 +16.0 
Table-10 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-3 (B-3) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
Mean 
Alignment 
L1 79.6 100 +20.4 
L2 77.0 100 +23.0 
L3 66.2 100 +33.8 
L4 62.0 100 +38.0 
L5 67.0 100 +33.0 
L6 68.0 100 +32.0 
L7 69.4 25 -44.4 
L8 70.8 100 +29.2 
L9 72.2 0 -72.0 
L10 71.0 100 +29.0 
L11 75.4 100 +24.6 
L12 68.0 100 +32.0 
Table-11 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-3 (B-3) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 100 +21.6 
P2 74.0 100 +26.0 
P3 76.2 100 +23.8 
P4 69.6 100 +30.4 
P5 70.8 100 +29.2 
P6 71.8 0 -71.8 
P7 84.6 100 +15.4 
P8 76.8 0 -76.8 
P9 72.8 100 +27.2 
P10 70.6 100 +29.4 
P11 69.6 100 +30.4 
P12 70.6 100 +29.4 
P13 67.8 100 +32.2 
P14 87.4 100 +12.6 
Table-12 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-3 (B-3) 
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Bank-4  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 100 +15.6 
W2 81.4 100 +18.6 
W3 83.0 100 +17.0 
W4 71.0 0 -71.0 
W5 85.4 50 -35.4 
W6 86.0 100 +14.0 
W7 83.6 50 -33.6 
W8 90.8 100 +9.2 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 80 +10.8 
W12 66.8 80 +13.2 
W13 79.6 80 +0.4 
W14 59.2 25 -34.2 
W15 87.4 0 -87.4 
W16 80.4 100 +19.6 
W17 84.4 50 -34.4 
W18 83.0 50 -33.0 
W19 87.2 50 -37.2 
W20 91.0 50 -41.0 
W21 62.4 0 -62.4 
Table-13 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-4 (B-4) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 50 -30.2 
O2 90.4 50 -40.4 
O3 90.8 50 -40.8 
O4 90.8 50 -40.8 
O5 89.2 50 -39.2 
O6 81.2 25 -56.2 
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O7 85.6 0 -85.6 
O8 82.8 50 -32.8 
Table-14 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-4 (B-4) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 50 -39.2 
N2 77.8 50 -27.8 
N3 78.2 50 -28.2 
N4 79.8 50 -29.8 
N5 82.0 50 -32.0 
N6 86.0 50 -36.0 
N7 78.6 50 -28.6 
N8 70.2 50 -20.2 
N9 80.8 50 -30.8 
N10 70.6 50 -20.6 
N11 84.0 50 -34.0 
N12 83.2 50 -33.2 
N13 82.4 50 -32.4 
N14 81.0 50 -31.0 
Table-15 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-4 (B-4) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 100 +16.0 
H2 73.2 100 +26.8 
H3 85.4 100 +14.6 
H4 87.2 100 +12.8 
H5 85.4 100 +14.6 
H6 76.8 100 +23.2 
H7 77.6 100 +22.4 
H8 84.0 0 -84.0 
Table-16 The gap between the customer and the service provider of the 
attributes/services of [H group] for bank-4 (B-4) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 100 +20.4 
L2 77.0 100 +23.0 
L3 66.2 100 +33.8 
L4 62.0 100 +38.0 
L5 67.0 0 -67.0 
L6 68.0 0 -68.0 
L7 69.4 0 -69.0 
L8 70.8 100 +29.2 
L9 72.2 0 -72.0 
L10 71.0 0 -71.0 
L11 75.4 100 +24.6 
L12 68.0 100 +32.0 
Table-17 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-4 (B-4) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 100 +21.6 
P2 74.0 100 +26.0 
P3 76.2 100 +23.8 
P4 69.6 100 +30.4 
P5 70.8 100 +29.2 
P6 71.8 0 -71.8 
P7 84.6 100 +15.4 
P8 76.8 100 +23.2 
P9 72.8 100 +27.2 
P10 70.6 100 +29.4 
P11 69.6 100 +30.4 
P12 70.6 100 +29.4 
P13 67.8 100 +32.2 
P14 87.4 0 -87.4 
Table-18 The gap between the customer and the service provider of the 
attributes/services of [P group] for bank-4 (B-4) 
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Bank-5  
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 100 +15.6 
W2 81.4 100 +18.6 
W3 83.0 100 +17.0 
W4 71.0 50 -21.0 
W5 85.4 100 +14.6 
W6 86.0 100 +14.0 
W7 83.6 100 +16.4 
W8 90.8 100 +9.2 
W9 73.2 0 -73.0 
W10 63.4 100 +36.6 
W11 69.2 60 -9.2 
W12 66.8 60 -6.8 
W13 79.6 60 -19.6 
W14 59.2 60 +0.8 
W15 87.4 0 -87.4 
W16 80.4 100 -19.6 
W17 84.4 0 -84.4 
W18 83.0 100 +17.0 
W19 87.2 100 +12.8 
W20 91.0 100 +9.0 
W21 62.4 25 -37.4 
Table-19 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-5 (B-5) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 100 +9.6 
O3 90.8 100 +9.2 
O4 90.8 100 +9.2 
O5 89.2 100 +10.8 
O6 81.2 25 -56.2 
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O7 85.6 100 +14.4 
O8 82.8 100 -17.2 
Table-20 The gap between the customer and the service provider of the 
attributes/services of [O group] for bank-5 (B-5) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 100 +10.8 
N2 77.8 100 +22.2 
N3 78.2 100 +21.8 
N4 79.8 100 +20.2 
N5 82.0 50 -32.0 
N6 86.0 0 -86.0 
N7 78.6 25 -53.6 
N8 70.2 25 -45.2 
N9 80.8 100 +19.2 
N10 70.6 25 -45.6 
N11 84.0 0 -84.0 
N12 83.2 25 -58.2 
N13 82.4 25 -57.4 
N14 81.0 0 -81.0 
Table-21 The gap between the customer and the service provider of the attributes of [N group] for 
bank-5 (B-5) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 100 +16.0 
H2 73.2 0 -73.2 
H3 85.4 100 +14.6 
H4 87.2 100 +12.8 
H5 85.4 25 -60.4 
H6 76.8 25 -51.8 
H7 77.6 0 -77.6 
H8 84.0 100 +16.0 
Table-22 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-5 (B-5) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 0 -79.6 
L2 77.0 0 -77.0 
L3 66.2 0 -66.2 
L4 62.0 0 -62.0 
L5 67.0 0 -67.0 
L6 68.0 0 -68.0 
L7 69.4 0 -69.4 
L8 70.8 0 -70.8 
L9 72.2 0 -72.2 
L10 71.0 0 -71.0 
L11 75.4 0 -75.4 
L12 68.0 0 -68.0 
Table-23 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-5 (B-5) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 100 +21.6 
P2 74.0 100 +26.0 
P3 76.2 100 +23.8 
P4 69.6 100 +30.4 
P5 70.8 100 +29.2 
P6 71.8 0 -71.8 
P7 84.6 100 +15.4 
P8 76.8 0 -76.8 
P9 72.8 100 +27.2 
P10 70.6 100 +29.4 
P11 69.6 100 +30.4 
P12 70.6 100 +29.4 
P13 67.8 100 +32.2 
P14 87.4 100 +12.6 
Table-24 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-5 (B-5) 
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Bank-6  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 78 -6.4 
W2 81.4 78 -3.4 
W3 83.0 78 -5.0 
W4 71.0 78 +7.0 
W5 85.4 100 +14.6 
W6 86.0 100 +14.0 
W7 83.6 25 -58.6 
W8 90.8 100 +9.2 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 67 -2.2 
W12 66.8 67 +0.2 
W13 79.6 67 -12.6 
W14 59.2 67 +7.8 
W15 87.4 0 -87.4 
W16 80.4 100 +19.6 
W17 84.4 25 -59.4 
W18 83.0 25 -58 
W19 87.2 100 +12.8 
W20 91.0 100 +9.0 
W21 62.4 0 -62.4 
Table-25 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-6 (B-6) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 61 -19.2 
O2 90.4 61 -29.4 
O3 90.8 61 -29.8 
O4 90.8 61 -29.8 
O5 89.2 61 -28.2 
O6 81.2 25 -56.2 
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O7 85.6 0 -85.6 
O8 82.8 0 -82.8 
Table-26 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-6 (B-6) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 100 +10.8 
N2 77.8 78 +0.2 
N3 78.2 78 -0.2 
N4 79.8 78 -1.8 
N5 82.0 50 -32.0 
N6 86.0 25 -61.0 
N7 78.6 56 -22.6 
N8 70.2 25 -45.2 
N9 80.8 56 -24.8 
N10 70.6 67 -3.6 
N11 84.0 78 -6.0 
N12 83.2 25 -58.2 
N13 82.4 25 -57.4 
N14 81.0 100 +19.0 
Table-27 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-6 (B-6) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 100 +16.0 
H2 73.2 100 +26.8 
H3 85.4 75 -10.4 
H4 87.2 75 -12.2 
H5 85.4 50 -35.4 
H6 76.8 25 -51.8 
H7 77.6 50 -27.6 
H8 84.0 100 +16.0 
Table-28 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-6 (B-6) 
 
325 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 100 +20.4 
L2 77.0 25 -52.0 
L3 66.2 25 -41.2 
L4 62.0 0 -62.0 
L5 67.0 0 -67.0 
L6 68.0 25 -43.0 
L7 69.4 0 -69.4 
L8 70.8 100 +29.2 
L9 72.2 25 -47.2 
L10 71.0 50 -21.0 
L11 75.4 100 +24.6 
L12 68.0 25 -43.0 
Table-29 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-6 (B-6) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 100 +21.6 
P2 74.0 100 +26.0 
P3 76.2 100 +23.8 
P4 69.6 100 +30.4 
P5 70.8 100 +29.2 
P6 71.8 0 -71.8 
P7 84.6 100 +15.4 
P8 76.8 100 +23.2 
P9 72.8 100 +27.2 
P10 70.6 100 +29.4 
P11 69.6 100 +30.4 
P12 70.6 100 +29.4 
P13 67.8 67 -0.8 
P14 87.4 100 +12.6 
Table-30 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-6 (B-6) 
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Bank-7  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 25 -59.4 
W2 81.4 69 -12.4 
W3 83.0 69 -14.0 
W4 71.0 100 +29.0 
W5 85.4 69 -16.4 
W6 86.0 69 -17.0 
W7 83.6 0 -83.6 
W8 90.8 69 -21.8 
W9 73.2 0 -73.2 
W10 63.4 69 +5.6 
W11 69.2 69 -0.2 
W12 66.8 69 +2.2 
W13 79.6 69 -10.6 
W14 59.2 69 +9.8 
W15 87.4 0 -87.4 
W16 80.4 69 -11.4 
W17 84.4 25 -59.4 
W18 83.0 100 +17.0 
W19 87.2 100 +12.8 
W20 91.0 100 +9.0 
W21 62.4 50 -12.4 
Table-31 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-7 (B-7) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 100 +9.6 
O3 90.8 100 +9.2 
O4 90.8 100 +9.2 
O5 89.2 100 +10.8 
O6 81.2 100 +18.8 
O7 85.6 25 -60.6 
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O8 82.8 100 +17.2 
Table-32 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-7 (B-7) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 100 +10.8 
N2 77.8 25 -52.8 
N3 78.2 100 +21.8 
N4 79.8 0 -79.8 
N5 82.0 25 -57.0 
N6 86.0 25 -61.0 
N7 78.6 25 -53.6 
N8 70.2 25 -45.2 
N9 80.8 25 -55.8 
N10 70.6 25 -45.6 
N11 84.0 25 -59.0 
N12 83.2 25 -58.2 
N13 82.4 25 -57.4 
N14 81.0 25 -56.0 
Table-33 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-7 (B-7) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 100 +16.0 
H2 73.2 100 +26.8 
H3 85.4 100 +14.6 
H4 87.2 100 +12.8 
H5 85.4 100 +14.6 
H6 76.8 100 +23.2 
H7 77.6 100 +22.4 
H8 84.0 100 +16.0 
Table-34 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-7 (B-7) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 100 +20.4 
L2 77.0 100 +23.0 
L3 66.2 25 -41.2 
L4 62.0 25 -37.0 
L5 67.0 100 +33.0 
L6 68.0 25 -43.0 
L7 69.4 0 -69.4 
L8 70.8 25 -45.8 
L9 72.2 25 -47.2 
L10 71.0 100 +29.0 
L11 75.4 50 -25.4 
L12 68.0 0 -68.0 
Table-35 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-7 (B-7) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 25 -53.4 
P2 74.0 25 -49.0 
P3 76.2 25 -51.2 
P4 69.6 25 -44.6 
P5 70.8 25 -45.8 
P6 71.8 25 -46.8 
P7 84.6 100 +15.4 
P8 76.8 100 +23.2 
P9 72.8 25 -47.8 
P10 70.6 25 -45.6 
P11 69.6 100 +30.4 
P12 70.6 100 +29.4 
P13 67.8 100 +32.2 
P14 87.4 100 +12.6 
Table-36 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-7 (B-7) 
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Bank-8  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 25 -59.4 
W2 81.4 100 +18.6 
W3 83.0 25 -58.0 
W4 71.0 100 +29.0 
W5 85.4 100 +14.6 
W6 86.0 100 +14.0 
W7 83.6 25 -58.6 
W8 90.8 100 +9.2 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 100 +30.8 
W12 66.8 100 +33.2 
W13 79.6 100 +20.4 
W14 59.2 25 -34.2 
W15 87.4 50 -37.4 
W16 80.4 100 -19.6 
W17 84.4 0 -84.4 
W18 83.0 67 -16.0 
W19 87.2 100 +12.8 
W20 91.0 100 +9.0 
W21 62.4 0 -62.4 
Table-37 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-8 (B-8) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 100 +9.6 
O3 90.8 100 +9.2 
O4 90.8 67 -23.8 
O5 89.2 100 +10.8 
O6 81.2 25 -56.2 
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O7 85.6 25 -60.6 
O8 82.8 67 -15.8 
Table-38 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-8 (B-8) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 67 -22.2 
N2 77.8 25 -52.8 
N3 78.2 67 -11.2 
N4 79.8 25 -54.8 
N5 82.0 67 -15.0 
N6 86.0 0 -86.0 
N7 78.6 67 -11.6 
N8 70.2 67 -3.2 
N9 80.8 67 -13.8 
N10 70.6 67 -3.6 
N11 84.0 0 -84.0 
N12 83.2 0 -83.2 
N13 82.4 0 -82.4 
N14 81.0 0 -81.0 
Table-39 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-8 (B-8) 
 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 0 -84.0 
H2 73.2 25 -48.2 
H3 85.4 0 -85.4 
H4 87.2 0 -87.2 
H5 85.4 0 -85.4 
H6 76.8 0 -76.8 
H7 77.6 0 -77.6 
H8 84.0 100 +16.0 
Table-40 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-8 (B-8) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 100 +20.4 
L2 77.0 100 +23.0 
L3 66.2 100 +33.8 
L4 62.0 100 +38.0 
L5 67.0 0 -67.0 
L6 68.0 0 -68.0 
L7 69.4 0 -69.4 
L8 70.8 100 +29.2 
L9 72.2 0 -72.2 
L10 71.0 25 -46.0 
L11 75.4 100 +24.6 
L12 68.0 25 -43.0 
Table-41 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-8 (B-8) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 100 +21.6 
P2 74.0 100 +26.0 
P3 76.2 100 +23.8 
P4 69.6 100 +30.4 
P5 70.8 100 +29.2 
P6 71.8 0 -71.8 
P7 84.6 0 -84.6 
P8 76.8 100 +23.2 
P9 72.8 100 +27.2 
P10 70.6 100 +29.4 
P11 69.6 100 +30.4 
P12 70.6 100 +29.4 
P13 67.8 0 -67.8 
P14 87.4 100 +12.6 
Table-42 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-8 (B-8) 
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Bank-9  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 94 +9.6 
W2 81.4 94 +12.6 
W3 83.0 94 +11.0 
W4 71.0 67 -4.0 
W5 85.4 67 -18.4 
W6 86.0 67 -19.0 
W7 83.6 67 -16.6 
W8 90.8 67 -23.8 
W9 73.2 0 -73.2 
W10 63.4 94 +30.6 
W11 69.2 61 -8.2 
W12 66.8 61 -5.8 
W13 79.6 61 -18.6 
W14 59.2 61 +1.8 
W15 87.4 61 -26.4 
W16 80.4 100 +19.6 
W17 84.4 78 -6.4 
W18 83.0 100 +17.0 
W19 87.2 72 -15.2 
W20 91.0 72 -19.0 
W21 62.4 25 -37.4 
Table-43 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-9 (B-9) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 100 +9.6 
O3 90.8 100 +9.2 
O4 90.8 25 -65.8 
O5 89.2 72 -17.2 
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O6 81.2 72 -9.2 
O7 85.6 100 +14.4 
O8 82.8 100 +17.2 
Table-44 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-9 (B-9) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 100 +10.8 
N2 77.8 50 -27.8 
N3 78.2 0 -78.2 
N4 79.8 0 -79.8 
N5 82.0 100 +18.0 
N6 86.0 0 -86.0 
N7 78.6 50 -28.6 
N8 70.2 0 -70.2 
N9 80.8 50 -30.8 
N10 70.6 50 -20.6 
N11 84.0 67 -17.0 
N12 83.2 0 -83.2 
N13 82.4 100 +17.6 
N14 81.0 100 +19.0 
Table-45 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-9 (B-9) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 83 -1.0 
H2 73.2 56 -17.2 
H3 85.4 67 -18.4 
H4 87.2 67 -20.8 
H5 85.4 67 -18.4 
H6 76.8 25 -51.8 
H7 77.6 0 -77.6 
H8 84.0 100 +16.0 
Table-46 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-9 (B-9) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 25 -54.6 
L2 77.0 25 -52.0 
L3 66.2 25 -41.2 
L4 62.0 25 -37.0 
L5 67.0 25 -42.0 
L6 68.0 25 -43.0 
L7 69.4 25 -44.4 
L8 70.8 25 -45.8 
L9 72.2 25 -47.2 
L10 71.0 25 -46.0 
L11 75.4 25 -50.4 
L12 68.0 25 -43.0 
Table-47 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-9 (B-9) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 100 +21.6 
P2 74.0 100 +26.0 
P3 76.2 100 +23.8 
P4 69.6 100 +30.4 
P5 70.8 100 +29.2 
P6 71.8 50 -21.8 
P7 84.6 71 -13.6 
P8 76.8 0 -76.8 
P9 72.8 100 +27.2 
P10 70.6 100 +29.4 
P11 69.6 100 +30.4 
P12 70.6 100 +29.4 
P13 67.8 100 +32.2 
P14 87.4 100 +13.6 
Table-48 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-9 (B-9) 
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Bank-10  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 100 +15.6 
W2 81.4 100 +18.6 
W3 83.0 100 +17.0 
W4 71.0 57 -14.0 
W5 85.4 100 +14.6 
W6 86.0 100 +14.0 
W7 83.6 0 -83,6 
W8 90.8 100 +9.2 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 79 +9.8 
W12 66.8 79 +12.2 
W13 79.6 79 -0.6 
W14 59.2 25 -34.2 
W15 87.4 0 -87.4 
W16 80.4 100 +19.6 
W17 84.4 25 -59.4 
W18 83.0 25 -58.0 
W19 87.2 25 -62.0 
W20 91.0 100 +9.0 
W21 62.4 25 -37.4 
Table-49 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-10 (B-10) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 100 +9.6 
O3 90.8 100 +9.2 
O4 90.8 100 +9.2 
O5 89.2 100 +10.8 
O6 81.2 100 +18.8 
O7 85.6 0 -85.6 
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O8 82.8 25 -57.8 
Table-50 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-10 (B-10) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 100 +11.8 
N2 77.8 0 -77.8 
N3 78.2 0 -78.2 
N4 79.8 0 -79.8 
N5 82.0 25 -57.0 
N6 86.0 0 -86.0 
N7 78.6 25 -53.6 
N8 70.2 0 -70.2 
N9 80.8 0 -80.8 
N10 70.6 100 +29.4 
N11 84.0 0 -84.0 
N12 83.2 0 -83.2 
N13 82.4 0 -82.4 
N14 81.0 100 +19.0 
Table-51 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-10 (B-10) 
 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 100 +16.0 
H2 73.2 0 -73.2 
H3 85.4 83 -2.4 
H4 87.2 83 -4.2 
H5 85.4 83 -2.4 
H6 76.8 25 -51.8 
H7 77.6 0 -77.6 
H8 84.0 100 +16.0 
Table-52 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-10 (B-10) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 100 +20.4 
L2 77.0 100 +23.0 
L3 66.2 25 -41.2 
L4 62.0 25 -37.0 
L5 67.0 25 -42.0 
L6 68.0 0 -68.0 
L7 69.4 0 -69.4 
L8 70.8 25 -45.8 
L9 72.2 25 -47.2 
L10 71.0 25 -46.0 
L11 75.4 25 -50.4 
L12 68.0 0 -68.0 
Table-53 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-10 (B-10) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 25 -53.4 
P2 74.0 25 -49.0 
P3 76.2 25 -51.2 
P4 69.6 25 -44.6 
P5 70.8 25 -45.8 
P6 71.8 0 -71.8 
P7 84.6 0 -84.6 
P8 76.8 0 -76.8 
P9 72.8 25 -47.8 
P10 70.6 25 -45.6 
P11 69.6 25 -44.6 
P12 70.6 25 -45.6 
P13 67.8 0 -67.8 
P14 87.4 25 -62.4 
Table-54 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-10 (B-10) 
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Bank-11  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 100 +15.6 
W2 81.4 100 +18.6 
W3 83.0 100 +17.0 
W4 71.0 100 +29.0 
W5 85.4 100 +14.6 
W6 86.0 100 +14.0 
W7 83.6 25 -58.6 
W8 90.8 25 -65.8 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 75 +5.8 
W12 66.8 100 +33.2 
W13 79.6 100 +20.4 
W14 59.2 100 +40.8 
W15 87.4 100 +12.6 
W16 80.4 100 +19.6 
W17 84.4 0 -84.4 
W18 83.0 100 +17.0 
W19 87.2 100 +12.8 
W20 91.0 100 +9.0 
W21 62.4 0 -62.4 
Table-55 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-11 (B-11) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 100 +9.6 
O3 90.8 100 +9.2 
O4 90.8 100 +9.2 
O5 89.2 75 -14.2 
O6 81.2 0 -81.2 
O7 85.6 25 -60.6 
O8 82.8 25 -57.8 
339 
 
Table-56 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-11 (B-11) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 75 -14.2 
N2 77.8 0 -77.8 
N3 78.2 0 -78.2 
N4 79.8 100 +20.2 
N5 82.0 25 -57.0 
N6 86.0 0 -86.0 
N7 78.6 25 -53.6 
N8 70.2 0 -70.2 
N9 80.8 0 -80.8 
N10 70.6 0 -70.6 
N11 84.0 0 -84.0 
N12 83.2 0 -83.2 
N13 82.4 0 -82.4 
N14 81.0 0 -81.0 
Table-57 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-11 (B-11) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 25 -59.0 
H2 73.2 0 -73.2 
H3 85.4 100 +14.6 
H4 87.2 100 +12.8 
H5 85.4 100 +14.6 
H6 76.8 0 -76.8 
H7 77.6 75 -2.6 
H8 84.0 25 -59.0 
Table-58 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-11 (B-11) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 0 -79.6 
L2 77.0 0 -77.0 
L3 66.2 0 -66.2 
L4 62.0 0 -62.0 
L5 67.0 0 -67.0 
L6 68.0 0 -68.0 
L7 69.4 0 -69.4 
L8 70.8 0 -70.8 
L9 72.2 0 -72.2 
L10 71.0 0 -71.0 
L11 75.4 0 -75.4 
L12 68.0 0 -68.0 
Table-59 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-11 (B-11) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 0 -78.4 
P2 74.0 0 -74.0 
P3 76.2 0 -76.2 
P4 69.6 100 +30.4 
P5 70.8 100 +29.2 
P6 71.8 100 +28.2 
P7 84.6 100 +15.4 
P8 76.8 100 +23.2 
P9 72.8 100 +27.2 
P10 70.6 100 +29.4 
P11 69.6 0 -69.6 
P12 70.6 100 +29.4 
P13 67.8 100 +32.2 
P14 87.4 100 +12.6 
Table-60 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-11 (B-11) 
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Bank-12  
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
W1 84.4 25 -59.4 
W2 81.4 100 +18.6 
W3 83.0 100 +17.0 
W4 71.0 100 +29.0 
W5 85.4 50 -35.4 
W6 86.0 50 -36.0 
W7 83.6 50 -33.6 
W8 90.8 50 -40.8 
W9 73.2 0 -73.2 
W10 63.4 100 +36.6 
W11 69.2 67 -2.2 
W12 66.8 67 +0.2 
W13 79.6 67 -126 
W14 59.2 67 +7.8 
W15 87.4 50 -37.4 
W16 80.4 50 -30.4 
W17 84.4 50 -34.4 
W18 83.0 67 -16.0 
W19 87.2 67 -20.2 
W20 91.0 50 -41.0 
W21 62.4 0 -62.4 
Table-61 The gap between the customer and the service provider of the attributes/services of [W group] 
for bank-12 (B-12) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
O1 80.2 100 +19.8 
O2 90.4 100 +9.6 
O3 90.8 100 +9.2 
O4 90.8 0 -90.8 
O5 89.2 100 +10.8 
O6 81.2 100 +18.8 
O7 85.6 0 -85.6 
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O8 82.8 50 -32.8 
Table-62 The gap between the customer and the service provider of the attributes/services of [O group] 
for bank-12 (B-12) 
 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
N1 89.2 100 +10.8 
N2 77.8 0 -77.8 
N3 78.2 100 +21.8 
N4 79.8 0 -79.8 
N5 82.0 25 -57.0 
N6 86.0 0 -86.0 
N7 78.6 100 +21.4 
N8 70.2 0 -70.2 
N9 80.8 100 +19.2 
N10 70.6 100 +29.4 
N11 84.0 0 -84.0 
N12 83.2 0 -83.2 
N13 82.4 0 -82.4 
N14 81.0 0 -81.0 
Table-63 The gap between the customer and the service provider of the attributes/services of [N group] 
for bank-12 (B-12) 
 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
H1 84.0 25 -59.0 
H2 73.2 25 -48.2 
H3 85.4 25 -60.4 
H4 87.2 25 -62.2 
H5 85.4 25 -60.4 
H6 76.8 25 -51.8 
H7 77.6 25 -52.6 
H8 84.0 25 -59.0 
Table-64 The gap between the customer and the service provider of the attributes/services of [H group] 
for bank-12 (B-12) 
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Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
L1 79.6 0 -79.6 
L2 77.0 0 -77.0 
L3 66.2 0 -66.2 
L4 62.0 0 -62.0 
L5 67.0 0 -67.0 
L6 68.0 0 -68.0 
L7 69.4 0 -69.4 
L8 70.8 0 -70.8 
L9 72.2 0 -72.2 
L10 71.0 0 -71.0 
L11 75.4 0 -75.4 
L12 68.0 0 -68.0 
Table-65 The gap between the customer and the service provider of the attributes/services of [L group] 
for bank-12 (B-12) 
 
Variable 
Code 
Customer 
Perspective 
Mean 
Service 
Provider 
Perspective 
 
Gap 
P1 78.4 50 -28.4 
P2 74.0 50 -24.0 
P3 76.2 50 -26.2 
P4 69.6 25 -44.6 
P5 70.8 25 -45.8 
P6 71.8 25 -46.8 
P7 84.6 50 -34.6 
P8 76.8 50 -26.8 
P9 72.8 25 -47.8 
P10 70.6 25 -45.6 
P11 69.6 25 -44.6 
P12 70.6 50 -20.6 
P13 67.8 50 -17.8 
P14 87.4 50 -37.4 
Table-66 The gap between the customer and the service provider of the attributes/services of [P group] 
for bank-12 (B-12) 
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Appendix-D 
 
This appendix presents a set of tables, which include the definitions of the 
attributes of the e-banking channels. 
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Attribute/service 
Code 
Definition 
(W1) The ability to use key words to search the information required in the web 
site of the bank (Search engine) 
(W2) Availability of the back button in the web site of the bank 
(W3) A link to get back to the home page in the bank web site 
(W4) To have an access to the web sites of the partners group  
(W5) Address of branches 
(W6) Telephone numbers of the branches 
(W7) Opening hours of the branches 
(W8) Locations of the ATM‟s offered by bank 
(W9) Locations of the ATM‟s offered by other banks 
(W10) A brief history of the bank 
(W11) The layout of the web site of the bank 
(W12) The colour combination of the web site 
(W13) The type and size fonts of the words in the web site of the bank 
(W14) Animation and sound effects of the bank‟s web site 
(W15) Explaining clearly the policies of the web site, in terms of charging fees 
(W16) Offering more than one language 
(W17) Offering incentives 
(W18) Range of services 
(W19) Accurate, complete, concise information 
(W20) Updating the information 
(W21) Offering subscription services through the web site of the bank 
Table-1 The attributes code and their definitions for W-group, Internet-banking channel 
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Attribute/service 
Code 
Definition 
(O1) Interested in feedback online 
(O2) Replying quickly online 
(O3) Replying accurately online 
(O4) Confirmation message once the transaction has been made 
online 
(O5) Dealing with complaints rapidly and effectively online 
(O6) Generating empathy online 
(O7) Cancel or modify any ordering process online 
(O8) Demo 
Table-2 The attributes code and their definitions for O-group, Internet-banking channel 
 
 
 
 
Attribute/service 
Code 
Definition 
(N1) Searching statements by date and time period through internet 
banking system 
(N2) Stop postal statements through internet banking system 
(N3) Order statements through internet banking system to be delivered 
by post 
(N4) Keeping old statements before registration through internet banking 
system 
(N5) Paying utility bills through internet banking system 
(N6) Get e-mail alert through internet banking system 
(N7) Applying for saving accounts through internet banking system 
(N8) Applying for an overdraft through internet banking system 
(N9) Applying for credit card through internet banking system 
(N10) Applying for personal loan through internet banking system 
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(N11) Instantly searching statement through internet banking system 
quickly and easily 
(N12) Viewing utility bills details through internet banking system 
(N13) Record of paid bills through internet banking system 
(N14) Refine the search through internet banking system 
Table-3 The attributes code and their definitions for N-group, Internet-banking channel 
 
Attribute/service 
Code 
Definition 
(H1) Informing customer  latest transactions through push SMS 
(H2) Informing customer the balance weekly through push SMS 
(H3) Informing customer using credit/debit card aboard through push 
SMS 
(H4) Informing customer using credit/debit card locally through push 
SMS 
(H5) Informing customer  renewing cards automatically through push 
SMS 
(H6) Reminding customer to collect cheque book through push SMS 
(H7) Reminding customer about next transactions through push SMS 
(H8) Free push messages 
Table-4 The attributes code and their definitions for H-group, mobile phone banking 
channel 
 
Attribute/service 
Code 
Definition 
(L1) Asking for accounts balance through pull messages 
(L2) Asking for accounts details through pull messages 
(L3) Transferring of funds in JD to a third party through pull messages 
(L4) Transferring of funds in other currencies to a third party through 
pull messages 
(L5) Transferring of funds in JD/other currencies between the same 
account through pull messages 
(L6) Paying utility bills through pull messages 
(L7) Ordering credit/debit card through pull messages 
(L8) Ordering cheque book through pull messages 
(L9) Changing the address through pull message 
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(L10) Ordering an account statement through pull message to send it by 
post 
(L11) Asking about foreign exchange through pull message 
(L12) Asking about interest rates through pull message 
Table-5 The attributes code and their definitions for L-group, mobile phone banking 
channel 
 
Attribute/service 
Code 
Definition 
(P1) Asking for account balance through phone bank 
(P2) Asking for account summary through phone bank 
(P3) Asking for the last transactions performed through phone bank 
(P4) Asking for account summary through phone bank to be sent by fax 
(P5) Transferring money between the same account for the same 
currency 
(P6) Ordering credit/debit card through phone bank and collect from the 
branch 
(P7) Asking the bank to stop the credit/debit card through phone bank  
(P8) Informing the bank about new details through phone bank 
(P9) Order cheque book through phone bank and collect it from the 
branch 
(P10) Change the pass word through the phone bank 
(P11) Ordering an account statement through the phone bank 
(P12) Asking about foreign exchange rate through phone bank 
(P13) Asking about interest rates through phone bank 
(P14) Free phone bank services 
Table-6 The attributes code and their definitions for P-group, telephone banking 
channel 
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